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What is the best shape 


for a LIPSTICK 7 : 


W: leave that to the manufacturers! Our concern is with a survey just 
published by the Central Office of Information (Social Survey, 1949) which 
shows that young women of ages up to 29 have a higher average expenditure 
on lipsticks and other beauty preparations than any other age group. Independent 
surveys show that more than 800,000 young women of these ages are readers of 
PICTUREGOER !_ Many big national advertisers have for years been taking 
advantage of this profitable market. PICTUREGOER—the young woman's 
paper which all the family read—weekly net sale over 500,000—is a must for 
your 1952 schedules. 
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SHOWCARD & SIGN CO. LTD. 
Paragon Works, Enfield, Middx 


Tel : Howord 165/ ACME 
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TO THE 


LETTERS 


EDITOR 


A German ‘Poster 
Stamp’ Idea 

Sik, —Just prior to the com- 
meacement of World War |, a 
clever German adverlising man 
brought out a new idea which 
promised wonderful | Possibilities 

“the poster stamp.” It was in 
size avout 2} in. wide by 14 deep, 
and to some extent it bore a re- 
semblance to the present day 
“sucker”; but there similarity 
ceased, for the German poster 
stamp was a veritable work of art. 

These stamps were produced 
for every kind of advertising, and 
high-grade artists were commus- 
sioned to create attractive designs 
for use on envelopes and pack- 
ages. Then collectors got busy 
and clubs were started. Some 
British advertisers experimented 
with the idea and, had it not been 
for the outbreak of war in 1914, 
poster stamps might have attained 
an even greater popularity than 
the cigarette card. 

If this idea were resurrected, it 
would be particularly useful for 
export development and it offers 
possibilities to the various Minis- 
tries, Boards, etc. Probably some 
of your older readers may have 
a collection of samples. 

CYRIL C. FREER, 
23-28 Fleet Street, E.C.4. 


On The Spot 


Sik,—Referring to the article 
“An Advertising Agent on the 
Spot is Essential in South Africa” 
by C. D. J. Hills (September 6), 
we would like to point out (a) 
there are only 24 million whites 
and not 3 million, (b) it is not 
true that “few are impressed by 
the country of origin of the goods 
they buy.” Many stores and 
shops all over the country take 
special advertising space and 
make up special window displays 
to advertise the arrival of im- 
ported goods, (c) there are &} 
million Africans, not 8 million, 
(d) it is misleading to say that 


there are “thousands of coloureds, 


Indians, Chinese and Malays.” 
The exact figures are: Coloureds 
1,016,019; Indians 358,738; 


Malays 62,602. There are only 
approximately 2,000 Chinese in 
the Union. In 1907 they num- 
bered 54,000, but were nearly all 
repatriated to China in 1910. 
KENNETHG. BARTON, 
Manager, The South African 
Morning Newspapers Ltd. 


‘Cut Gratuitous 
Hand-outs’ 


Sin,—The Institute of Public 
Relations is to discuss with 
journalists’ organisations ways of 


improving relations between 
P.R.O.s and the Press. 
Excellent! But as a first step 


1 suggest that the Institute should 
tell its own members to cut to a 
minimum gratuitous hand-outs, 
and to encourage journalists to 
regard them as sources of infor- 
mation on their special subjects. 

A journalist is always glad to 
know where he can get help; he 
does not welcome having to wade 


through masses of usually value- 
less paper. 

TRADE JOURNAL EDITOR. 

(Name and address supplied) 


Is This Research A 
‘ 

Waste Of Money? 

Sik,—Market and opinion re- 
search perform a valuable func- 
tion in that they provide a means 
of discovering facts not to be 
ascertained beyond doubt by 
other means. 

Some sceptics however—and | 
am one—suspect that in some in- 
stances much time, money and 
skill is devoted to researches that 
only succeed in getting answers 
that any intelligent person could 
find for himself. 

Would researchers themselves 
admit that there is any truth in 
this? 

THEO SMYTH. 
Melton Mowbray. 


Stationery Tax 


Sik,—All honour to ADVER- 
TISER'S WEEKLY giving so much 


; OLD FACES 


The Winter session is upon us 
and once again the same old faces 
will be making the rounds to 
speak at advertising clubs. Very 
Nice, too, in some cases, but what 
about some new blood? Surely 
with the success of the public 
speaking contest new faces should 
be appearing.—Gerald Lovett, 
Croydon, 


* *~ x 
‘CREATIVE’ 
1 agree with Robert Brett 


(September 13) that “creative” is 
a much abused word, and that its 
use to describe a space salesman 
is absurd, But a word is needed 
to describe collectively all en- 


gaged on the “creative” side of 
advertising—artists, copywriters, 
designers and the like. If Mr. 


Brett can find a better one than 


Lines from other letters ... | 


“creative” 1 should like to know 
of it.—Visualiser, London. 
* * * 
M.o.F. SPECIAL 


May I say how much | agree 
with Ronald Vickers’; comments 
last week on the design, or lack 
of design, on the Ministry of 
Food’s “Special” margarine packs. 
] should imagine that the famous 
“Stork” is bowing its head in 
shame.—Isobel Brown, Cardiff. 


% * * 


DISPLAY 


Is it not time national adver- 
tisers took the trouble to find out 
what kind of display material 
stores like to use? Most of the 
rubbish at present foisted upon 
us is consigned forthwith to the 
W.P.B.—Display Manager (name 
and address supplied). 


SEPTEMBER 20, 1951 


SHOWCARD & SIGN CO. LTD. 
Paragon Works, Enfield, Middxe 
ACME Tel: Howard 165i 


space to the letter from Mr. 
T. W. M. Bartholomew (August 


9). 

Ihe tax itself is completely in- 
iquitous and its application com- 
pletely ludicrous. If you want an 
amusing feature for your Christ- 
mas card I suggest that you en- 
gage an appropriate copywriter 
to write a new Gilbert & Sullivan 
opera based on the saga of the 
stationery tax. 

MARTIN H. PERRY, 
Managing Director, The 
Direct Mail Centre. 


‘Punch’ Sponsor Art 
Scholarships 


Iwo scholarships worth £150 a 
year each, are being offered to 
young artists by the proprietors 
of om Bradbury, Agnew & 
Co., 

The scholarships will be open 
to all past and present students 
at recognised art schools, under 
the age of 30, and will be awarded 
for humorous work showing the 
greatest ability or promise. 

Highly commended will re- 
ceive technical and practical 
advice from the editorial depart- 
ment of Punch during the year 
following the award and after- 
wards “provided that sufficient 
promise is shown.” 

Work entered for the competi- 
tion must consist of not less than 
three and not more than five 
drawings. 


Plan To Make World 


Cocoa Conscious 


A world-wide scheme to popu- 
larise cocoa is to be considered 
by cocoa organisations and manu- 
facturers. 

This step is being taken as the 
result of a recommendation from 
the 1951 Cocoa Conference, 
organised in London last week 
by the Cocoa, Chocolate and 
Confectionery Alliance. 


THE 
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LIVES LONG 


/ 
/ 
| 


Long after next month’s issue of WOMAN’S 
JOURNAL is on sale, the current issue will still be very 
much alive. Its rich abundance of good 
reading, its profusion of magnificent artwork, 
continue to reveal fresh treasures the more they are explored. 
WOMAN'S JOURNAL is the Quality leader that is never really laid 
aside. It gives your advertising the 


opportunity of being thoroughly absorbed. It gives your 
campaign its essential continuity. 


WOMANS JOURNAL 


© The Auistoctat of Monthly Journals for Women 
@ AN A.P. PUBLICATION | 
@ PAGE RATE £350 * 2/6 MONTHLY 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE. FARRINGDON ST., LONDON, B.C4 
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Prices: Retailer Ad. Campaign 


Answers Dalton 


PRESS USED TO TELL PUBLIC ‘WE 
SELL BELOW OFFICIAL LEVEL’ 


ETAILERS 


swiftly to Planning Minister Hugh 


Dalton’s advice to housewives to refrain from buying 
certain ranges of goods until prices come down. 


A campaign was launched 
this week in the London dailies 
and evenings by a famous Lon- 
don store to counter recent 
propaganda urging customers 
to refrain from buying until 
retailers bring down their prices. 

Placed by the John Barker- 
Derry & Toms-Pontings group, 
the advertisement appeared on 
Tuesday in the Evening News and 
yesterday (Wednesday) in the 
Star, Evening Standai.!, The 
Times, Daily Telegraph, Daily 
Mail, Daily Express, News 
Chronicle, Daily Graphic, Daily 
Mirror, and the Daily Herald. 

It was headed “The Truth 
About Retail Prices” and took 
the form of a signed message 
from Trevor A. Bowen, chairman 
of the group. 


Somewhat Exaggerated 

Refraining from mentioning 
Mr. Hugh Dalton or any other 
Government spokesman by name, 
the advertisement began by assert- 
ing that much of what has been 
said about the price of goods was 
somewhat exaggerated. 

“It is true,” it continued, “ that 
the Board of Trade set prices for 
clothes, blankets, linens, etc., in 
line with the rise in world 
markets. In Kensington, however, 
Barkers, Derrys and Pontings 
have offered right up to the pre- 
sent time large stocks of fashion 
and household goods at prices 
(often far below the official 
schedule) that compare well with 
many announced elsewhere as 
“Greatly Reduced.” This is be- 
cause We purchased in advance 
and pass the benefit on to the 
public. 

“We shall always keep our 
prices down to rockbottom. For 
example, our large stocks of 
blankets are all marked at 


nearly half the official prices.” 

Explaining the purpose behind 
the advertisement, T. G. Braith- 
waite, advertising manager, John 
Barker & Co. Ltd., said to 
ADVERTISER'S WEEKLY: 

“Many smal] firms are being 
put in an extremely difficult 
position by the move to bring 
about a customers’ buying strike. 

“Mr. Trevor Bowen's purpose 
in the putting in this adver- 
tisement was to draw atten- 
tion to the fact that, despite the 
talk of prices having risen to 
fantastic heights, in this particu- 
lar group there have been avail- 
able right up to the present time 
very large stocks of cloths, linens 
and blankets which are in many 
cases below official price levels. 

“We are not in favour of sud- 
ye 

a to 
many firms.” 

Mr. Dalton’s statements were 
attacked in a leader in Tuesday's 
Daily Graphic, which described 
the Minister of Local Govern- 
ment and Planning as “un- 
doubtedly the worst economist 
ever to hold public office.” 


Aircraft Banner: 
Police Investigate 


Police are investigating the case 
of a_ single-engined aeroplane 
alleged to have flown over 
Central London towing an adver- 
tising banner below the regula- 
tion altitude. 


Glasgow Papers Read 
For Power Cuts 
Glasgow’s three evening news- 


papers—Evening Times (George 
Outram & Co., Lid.), Evening 


‘Citizen (London Express News- 


papers Ltd.) and Evening News 
(Kemsley}—hit by last year’s 
power cuts, have now installed 
emergency plants to overcome 
difficulties this winter. 


Block Scheme 
For Ice Cream 


Traders 


A block scheme for local ad- 
vertising has been introduced by 
the Ice Cream Alliance. The 
object of the scheme is to help 
members, most of whom are 
small traders with littke money 
to spend on publicity, improve 
the standard of their advertising. 

Four basic designs will be 
available in three sizes—4 in. d.c., 
2 in. d.c. and 2 in. s.c. 

“The similarity of the design,” 
comments the Alliance journal, 
“will lend weight to the campaign 
and do for the small local trader 
what advertising has done for 
national wholesalers.” 

The theme of all the designs is 
the freshness of local-made ice 
cream. 


Trafalgar Square Advertisements 
‘Being Considered By Council’ 


The Minister of Works, Mr. 


gress in London on Monday that 
adv 


Viscount Samuel said: “There 
is a certain sensitiveness growing 
up in Britain against monuments 
to science and culture being 
vulgarised day and night by ad- 
vertising.” 

The Nelson memoria! was an 


essential feature of Trafalgar 
Square, and anyone looking down 
from the top of it would see fine 
buildings and vistas. 

But immediately below were 
“brilliant flashing illuminations 
advertising gin, stout and cigar- 
ettes.” 

He was glad the Government 
had decided to prohibit such ad- 
vertising in Parliament Square, 
and he hoped that similar steps 
would be taken in Trafalgar 
Square when the contracts came 
to an end. 


--.to reach the Local Government Purchaser 


WITH BUILDING, ENGINEERING AND OFFICE SUPPLIERS ACCOUNTS 


use “Local Government Service’ 


The official journal of the National Association 
Officers (NALGO). 
Space-buyers know that it’s the only publication 
to reach al grades of local government purchaser, 
both official and otherwise. And with a 70% 


of Local Government 


details write to: 


male readership it offers a useful market for 
men’s wear and accessories, too. Circulation 
231,500 (readership considerably 

£130 per page (about 11/- per 1,000). For further 


more) — Rates 


Reginald Harris Publications Ltd., 12 Stanhope Row, London, W.1, or "phone Grosvenor 3879 
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ADVERTISER'S WEEKLY 


Research Men Discuss 
‘Depth Interviews’ For 
Sales Appeal Tests 


_ efficacy of “depth interviews” in analysing the basis of 
sales appeal and conducting other research surveys was 
discussed at the international conference on market and opinion 
research at Tunbridge Wells last week. The conference, which 


ended on Friday, was organised 
by the Market Research Society. 
It was a joint assembly of the 
European Society for Opinion 
and Market Research and the 
World Association for Public 


Opinion Research. 

John F,. Maloney (U.S.A.) pre- 
sided at the session on the inter- 
viewer and interviewing, when S. 
Oreanu (Research Services Ltd.) 
gave a paper on “Problems of 
Depth Interviewing.” By this, he 
said, he meant the type of inter- 
view in which not all the ques- 
tions are prescribed on a ques- 
tionnaire, leaving some freedom 
to the interviewer. One of its most 
favoured uses had been to analyse 
the effects of propaganda. In 
commercial research, depth 
studies had been used to analyse 
the basis of sales appeal. 


Variety Of Interpretations 

Though the method had been 
widely used, it had by no means 
found universal acceptance. One 
challenge came from those who 
argued that people are incapable 
of explaining their opinions and 
give misleading answers when 
questioned intensively, Other 
objections were that the results 
could not be expressed in statis- 
tical terms, and that depth inter- 
views could be given a wide 
Variety of interpretations. 

The essential feature of depth 
interviewing technique was that it 
allowed the respondent to guide 
the interview along the line of his 
own thoughts, provided they are 
relevant to the topic of the 
inquiry. The role of the inter- 
viewer as prompter and sympa- 
thetic listener bore a_ close 
resemblance to that of the 
psychiatrist. 

Although the results might 
sometimes defy interpretation, it 
was often possible to get from a 
depth interview evidence of a 
person's attitude of mind and 
emotional feeling not wholly 
revealed by replies confined 
within the strait-jacket of a 
questionnaire. 


Survey Methods 


One practical problem was to 
get a full record of the interview. 
A wire or tape recorder was the 
ideal solution, but as this was 
generally out of the question, the 
interviewer must be capable of 
writing shorthand. 

C. A. Moser (London School 
of Economics) gave an outline of 
academic researches into survey 
methods, including one concerned 
mainly with the response rates of 
experienced and _ inexperienced 


| interviewers, and another, now in 

progress, on quota sampling, 
which should throw light on the 
| controversy between exponents of 
the respective merits of random 
and quota sampling. 

J. J, M. Van Tulder (Holland) 
described an ingenious method of 
statistical control to detect 
“cheating” by interviewers in 
respect of age groups. 

Dr. Henry Durant (B.1.P.0.) 
dealt with the relationship be- 
tween the questionnaire, inter- 
viewer and interviewing. Relation- 
ship between the rate of success 
with a random sample and the 
questionnaire, he said, had been 
established. There was also an 
increased danger of interviewers 
using some form of quota samp- 
ling avoiding poorer people if the 
questionnaire were long or com- 
plicated, because of the likelihood 
that the subject would not be 
understood. 

Max Barioux (France) spoke on 
methods of evaluating the inter- 
view and the work of the inter- 
viewer. 

At the E.S.O.M.A.R. session on 
“How to Plan a Sample,” Prof. 
Idenberg (Holland) presided. 

Tom Cauter (British Market 
Research Bureau Ltd.), speaking on 
quota and probability sampling. 
said it Was necessary to make, in 


Some of the delegates who attended the luncheon given by the Market 

Research Society at Tulls Hatch, near Tunbridge Wells. In the front 

row (left to right) are: George Gallup, the Mayoress of Tunbridge 

Wells (Miss Helen Harries), the Mayor (Ald. F. S. Harries), Lady 

De Lisle and Dudley, Graeme Cranch (president, Market Research 

Society), Lord de Lisle and Dudley, who presided at the luncheon, 
John F. Maloney (president, W.A.P.O.R.). 


every case separately, a selection 
of method suited to the circum- 
stances. Consistent efforts had 
been made to improve quota 
sampling. In almost every case 
there had been an effort to push 
the method nearer to the prob- 
ability ideal by attempting to in- 
corporate some random element. 

Reasons for use of the quota 
method were that, despite its 
theoretical failings, it had been 
found to work; that it possessed 
relative ease of design, when 
sources of statistics on which the 
finer form of probability sampling 
could be based were wholly or 
partially lacking; that it was much 
quicker to apply than the prob- 
ability method; and that it was 
less costly to apply. 

Controversy about the respec- 


Expanding Field Of Operation 
For Sample Surveys 


During an E.S.0.M.A.R. ses- 
sion on Thursday on “How 
Sample Surveys Can Expand their 
Field of Operation,” Graeme 
Cranch (Mather & Crowther) 
spoke of his experience in the 
application of market research 
methods to industrial relations. 
He described how, by employing 
specially selected investigators to 
interview a random sample of 
workers in a factory, he had 
assessed worker opinion on con- 
ditions of work. 

Col. George Warden, chairman 
of the Advertising Association 
Research and Statistics Committee, 
outlined methods used to collect 
facts about advertising expendi- 
ture for the statistical survey, 
covering 1948, shortly to be pub- 
lished. 

At a W.A.P.O.R. session on the 
application of research techniques 
to social and administrative prob- 
lems, Louis Moss described the 
work of the Government Social 
Survey, and Dr. George Gallup 


described a U.S. study to discover 
factors increasing susceptibility to 
poliomyelitis. 

“Prediction” was the subject of 
a W.A-P.O.LR. session on Thurs- 
day afcernoon. 

The Conference ended with a 
joint session on Friday. Robert 
Silvey, head of B.B.C. Audience 
Research, described a_ current 
study to measure the comprehen- 
sibility of broadcasts, specifically 
the “Topic for To-night” feature 
on the Light Programme. Leo 
Lowenthal, chief of the Pro- 
gramme Evaluation Branch, Inter- 
national Broadcasting Division, 
spoke on evaluation of inter- 
national broadcasting, with par- 
ticular reference to Voice of 
America, Dr. Peter Smolensky 
(Switzerland) dealt with an 
analysis of the standard of living 
and consumer features of readers 
of the magazine Schweizerischer 
Beobachter, and Gerhart Saenger, 
of New York University, read a 
paper on “Audience Reaction to 
Controversial Material.” 


tive methods was often based on 
a false understanding of the posi- 
tion. The research practitioner 
wished to meet his clients’ needs 
to the best of his ability, but cir- 
cumstances almost always made 
his work useless unless it could be 
speedy and economical. It was no 
use selling a man a huge steam 
hammer if he wished to crack 
walnuts! 

W. N. Coglan (Sales Research 
Services Ltd.) thanked Mr. Cauter 
for a “frank and realistic” state- 
ment. 

W. Bishop (Dorset et Cie., 
Paris) spoke on “Quota and Prob- 
ability Samples,” and J. I. Mason 
(J. Walter Thompson) on “When 
and How to Use Small Samples,” 
illustrating his points with charts 
and diagrams. 

Both he and A. Bakker 
(Holland) remarked how often the 
small sample agreed with the 
larger. Mr. Bakker showed charts 
of actual researches proving this 
point, and also showing how sur- 
vey figures were confirmed by a 
subsequent census. 

John Reece (North Thames 
Gas Board) described methods of 
picking a sample, with special 
reference to public utility under- 
takings. 

R. W. Goldsmith (T. B. Browne 
Ltd.) outlined a new technique 
designed to overcome certain 
weaknesses in quota sampling 
practice. 


Thirty Club’s New 
Officers 


New officers of the Thirty Club 
of London are: President Nor- 
man Moore; vice-president John 
Coope; honorary treasurer Arthur 
Fuller; honorary secretary Andrew 
Milne; committee, E. M. 1. Bux- 
ton, Gordon Boggon, L. W. 
Needham. Alfred Pemberton. 
George Royds, Herbert Tingay, 
George Simon, Stuart McClean 
and Hubert Oughton. 

The N.A.B.S. steward for the 
coming year is Roy Clark. 
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Have taste. 

If you haven't taste—hire it. 

Don't make a designer out 
of someone on your staff who 
is no good elsewhere. 

Hand-pick a designer from 
the widest possible field and 
then trust and honour him. 

Pay him more than a jobbing 
gardener. 

Give him one master and 
shield him from committees of 
taste. 

Keep-him in direct touch 
with as wide a range of interest 
as possible. 

Keep on trying new designs. 
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Congress for top management hears— 


Eight Commandments For Good 


Industrial Design 
Importance Of Style To Selling 


Formulator of the Eight Com- 
mandments is Sir Colin S. Ander- 
son (director Anderson Green & 
Co., Ltd., manager Orient Line). 
He adds this warning: 

“Those who find themselves 
able to conduct their business, as 
manufacturers or otherwise, with 
apparent success and without 
having to treat their design policy 
with great seriousness, are living 
in castles of sand which will, 
with quickening speed, cease to 
become comfortable  strong- 
holds.” 

The Congress, which is planned 
for top management in industry, 
was being held under the auspices 
of the Council of Industrial 
Design yesterday (Wednesday) 
and to-day. 


C.W.S. Retailer Campaign 
In Scottish ‘Soap War’ 


The soap war continues in Scotland between the Scottish 
Co-operative Wholesale Society and the national combines. At 
last week’s quarterly meeting of the Society, the president, 
J. M. Davidson, stated that the situation in the soap trade had 


become so serious that “in 
order to protect the Society's 
interests it had been considered 
imperative to draw retail 
societies’ attention to the role 
assigned to them in the war 
between the soap combines.” 

The response given at meetings 
and demonstrations by the 
propaganda department, and the 
success accruing to their soap 
scheme, he stated, provided an 
incentive to the management to 
exert every effort not only to 
retain the trade but to expand 
wherever possible. 

At their Grangemouth soap 
works the S.C.W.S. are producing 
four brands of household soaps, 
seven toilet soaps, four soap 
powders, two soap flakes, two 
cleansers, three domestic and 
non-domestic bars, and one 
abrasive. 

Commenting on the position in 
last week’s Scottish Co-operator. 
the columnist “Scottish Manager” 
stated : . 

“When Lever & Hedley and 
all the firms who try to deny their 
paternity by masquerading under 
different names, come to terms, 
who then will be the enemy? 

“You, brother, who uses the 
shaving soap that gives the silk- 
like complexion the girls fall for; 
and you, sister, who wants to be 
the You 


This counter display sampler unit is 
the latest promotional aid for Poem. 
The lipsticks are held in a moulded 
transparent palystyrene base, each 
engraved and filled white to indicate 
the colour name. The display was 
moulded and printed by British 
Artid Plastics Ltd. for A. & F 
Pears Ltd. 


*P.R. Could Have 
Saved The Persian 
Situation’ 

R. B. _ Williams-Thompson, 
managing director, Sidney Barton 
(Ireland) Ltd., said in Dublin 
that the situation in Persia was 
due to “absolute failure in public 
relations.” 

He believed many of the pro- 
blems in Persia could have been 
avoided if more attention had 
been paid to public relations in 
its wider aspect. He was address- 
ing the Irish group of I.S.M.A. 


Stand at the 


Tek OMITEO STELO CompamiES Limite 


ae > 4 


The Design Research Unit 
designed and produced this stand 
for the United Steel Companies Lid. 
at the Engineering, Marine and 
Welding exhibition at Olympia. The 
central feature is in stainless steel 
which rotates against a red and 
white ceiling. Also shown is the 
“Fox's head" trade mark. 


Revolution In 

Photography 
A new electron tube, which it 
is claimed will revolutionise 
ultra high speed photography, was 
among the display of electronic 
valves ang tubes on the Mullard 
National Radio 
Exhibition. It is a specially de- 
signed type of Image Converter, 
and is capable of photographing 
phenomena occurring at one- 
hundred millionth of a second. 


ADVERTISER'S WEEKLY 


Two New 
‘A.W.’ News 
Features 


Starting with the issue October 4, 
ADVERTISER'S WEEKLY will 
carry two additional news 
features designed to expand 
and improve its news service. 

PLANS AND PROS- 


in newspapers and periodicals. 
It will also give news of circu- 


Publishers, editorial and circula- 
tion executives and their staffs, 
as well as all advertising men, 
will want to read this new 
section every week. 

The second new feature, 

MARKETING NEWS AND 

TRENDS, is designed not only 

for sales directors and sales 


abroad. 

These new features will be in 
addition to the comprehensive 
news and feature service given 
by ADVERTISER'S WEEKLY. To 
give this still wider coverage, 
the journal's local news repre- 
sentation has been strengthened 
during the summer months 
throughout the country. 


Outdoor Ad. Control: 4 Special 
Areas In Lancashire 


Lancashire County Planning 
Committee has approved an 
order defining certain districts 
in North Lancashire as “areas 
of special control” for adver- 
tising purposes. 

Permitted classes of advertise- 
ments, under the order, will be 
considerably more limited and the 
size of other advertisements and 


lettering will be reduced. The. 


aim is said to be to preserve 
rural characteristics and prevent 
architecture in urban areas from 
being marred by advertisements. 

In four planning divisions, the 
areas are as follows: 

1 — Coniston, Back- 
barrow, Greenodd, Lindal-in- 
Furness, Askham-in-Furness, Ire- 
leth, Cark, Flookburgh, Allith- 
waite, Grange, and Dalton. 

Division 2—Warton Galgate, 
Hest Bank, Bolton-le-Sands, 
Claughton brickworks, Caton, 
Halton (eastern half of the 
village), and Halton bridging 
camp. 

Division 3—Warton, all armed 
forces stations and camps, land 
west of Kirkham, Staining Road, 
Normoss, Kirkham by-pass flour 
mill, Normoss Avenue area of 


Poulton-le-Fylde and Fleetwood 
Marine Hall. 

Division 4—Hutton, Longton, 
New Longton, Walmer Bridge, 
Much Hoole, Broughton Cross- 
road, Barton, Ribchester (except 
the old Roman area), Grimsargh, 
Higher Walton, the whole of 
Walton-le-Dale and Bamber 
Bridge development areas, Gars- 
tang, Bonds, Bowgreave, Calder 
Vale, Churchtown, Hamilton 
Arms (A 6 road), Hambleton, 
Stalmine, Pilling, St. Michael-on- 
Wyre, and Great Eccleston. 


‘SALES BOOKLETS 
FOR CHINA 


So great has been the demand, 
particularly in America and 
Canada, for copies of the Royal 
Doulton Figures, Collector's Book 
Number One—published last 
year—that the advertising agents, 
Cross-Courtenay Ltd., Manches- 
ter, have produced a full colour 
eight-page supplement. 

ere is also an eight-page 
booklet. Collector's Book Number 
Two (Nursery Rhymes and Lines). 

These support the agency’s 

advertising campaign. 
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WhyLuxembourg Dropped 
Big Fight Broadcast 


Radio Luxembourg leaves it to 
sponsors to bid for the broad- 
casting of sporting events, and 

not compete, as a station, 
with the B.B.C. to buy exclusive 


Fe 


In a statement following the 
Turpin-Robinson fight, it is 
emphasised that Radio Luxem- 
bourg serves purely as a radio 
station providing technical facili- 
ties for sponsors to record and 
to broadcast their programmes. 

“In certain sections of the 
Press,” says the statement, “news- 
paper stories have appeared of 
late implying that Radio Luxem- 
bourg operates on the basis of 
bidding against the B.B.C. for its 
own programmes in direct com- 


petition with the B.B.C. 

“This is not the fact and it has 
never been so. Sponsors or their 
representatives handle these nego- 
tiations, and it was because spon- 
sors’ negotiations over the Turpin- 
Robinson fight were presented to 
the public as a personal fight of 
the station against the B.B.C. and 
as a station attempt to buy up the 
exclusive rights that Radio 
Luxembourg decided not to 
broadcast the commentary.” 

It is emphasised that while 
Radio Luxembourg is eager to 
encourage the broadcasts of all 
sports events fully and compre- 
hensively in its programmes, the 
overall policy will be to consider 
each proposal from sponsors on 
its merits. 


Members of radio's “We beg to differ” team judged the entries for the 

August edition of the Mars Window Words competition. From left 

to right are Wynford Vaughan Thomas, Roy Plomley, Diana Morgan, 
Margaret Lindsay and Gilbert Harding. 


United Nations 
Newsprint Plea 


The United Nations Economic 
and Social Council has appealed 
for a fairer share of newsprint 
among nations and_ instructed 
U.N. specialised agencies to take 
steps to increase production. 

British delegate H. J. Gray, of 
the Board of Trade, told the 
Council that because the supplies 
of newsprint available to Britain 
fall far short of requirements the 
daily mewspapers average only 
six pages compared with 20 
before the war. 

He added: “The facts are set 
out, but in an abbreviated and 
summarised manner, whereas my 
Government would naturally pre- 
fer that our newspapers should 
be at liberty to print the fullest 
possible amount of anything of 
importance which may be of in- 
terest to the general public. 

“We are not seeking to return 
to the pre-war size at the present 
time, but we are anxious to re- 
move as far as possible today’s 
restrictions.” 


House Organ’s Own 
Convention 


A two-day convention of cor- 
respondents to National Post, the 
house organ of the National Cash 
Register Co., Ltd., starts to-day 
(Thursday), Speakers will include 
D. A. C. Butlin, ad. department 
manager. 


were members of the? 
Borough Police Force! 


Over 60 Years Of 
Lever Spending 


Examples of early advertising 
and packaging of Lever products 
are included in an exhibition now 
being held at Unilever House 
showing the life and work of the 
first Lord Leverhulme. 

Designed and executed by the 
display department of Lintas Ltd., 
the exhibition is being held to 
celebrate the centenary of the 
birth of William Hesketh Lever, 
the first Lord Leverhulme. 

An interesting exhibit is a 
carton of six packets of Lux soap 
flakes, dated 1911. 

There is also on show a proof 
of a wooden box lid plate ad- 
vertisement for Sunlight soap 
used in 1886, and an early tin- 
plate advertisement. 
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= 
Guardians Of 
Publi ini 
c Opinion 

The Archbishop of Canterbury 
(Dr. Geoffrey Fisher), who at- 
tended as its patron the first livery 
dinner of the Worshipful Com- 
pany of Stationers and News- 
paper Makers, in the newly 
restored Stationers’ Hall, said: 
“You are the guardians, through 
the printed word, of the true 
standard of public opinion. 

“The written word is not less 
powerful than the spoken word. 
No wonder I am your patron. 

we first got going we were 
both concerned with the suppres- 
sion of heretical publications.” 

But they had learned that sup- 
pression was not the way of pro- 
tecting the truth, the Archbishop 
went on. That could only be done 
by the strength and power of a 
true public opinion. 


Bakers Plan P.R. 

Following a suggestion that the 
trade should appoint a P.R.O., 
the National Association of 
Master Bakers, Confectioners and 
Caterers has appointed a com- 
mittee of five to consider the 
whole question of publicity. 
Meeting at Buxton last week, the 
Counci] empowered the commit- 
tee to consult various officials, 
including Ronald Sheppard, 
editor of the National Associa- 
tion’s official journal, Baker's 
Review. 


Fire Dama 


‘Irish Times’ 


Works: ‘Mail’ To Rescue 


Furnisher Proposes 
Collective Ads. 


The North-West Furniture 
Trades’ Federation is to consider 
a scheme put forward by a mem- 
ber, K. P. Griffiths, of Revelese 
Ltd., chair manufacturers, Man- 
chester, for a collective national 
advertising and publicity cam- 
paign for the furniture trades as 
a whole. 

At a meeting of the Federation 
in Manchester Mr. Griffiths, out- 
lining his proposal, and said a 
“colossal sum” could be raised if 
there was the necessary support. 


Dolan Gets New Swiss Account: 
Bernhardt Joins DDWS 


The Dolan Davis Whitcombe and Stewart 


agency have secured the account of Suvretta 


House, St. Moritz, Switzerland. 


H. W. Bernhardt, formerly advertising direc- 
tor cf American Overseas Airlines, has joined 
the agency in charge of its international opera- 
tions, and he is now in Switzerland supervis- 
ing the taking over of the Suvretta House 


account. 


Patrick Dolan, managing director of the 
“Our work for Suvretta will 
include both advertising and P.R. campaigns 
in the U.K., the States, Western Europe and 
the Near East. But, in addition to our promo- 
tional responsibilities, we are also operating 


agency, says: 


on a sales management basis for the Corpora- 


tion.” 


H. W. Bernhardt 


Fire which broke out during 
the luncheon hour on Monday 
destroyed almost a third of 
the premises of the “Irish Times,” 
Dublin, and put the machinery 
of the newspaper out of action. 

Tuesday's issue—a 4-page 
Paper printed by the Evening 
Mail, which offered help shortly 
after the news of the fire had 
spread—carried a note regretting 
that most of the advertisement 
copy for the Tuesday issue had 
been destroyed and asking adver- 
tisers to repeat their orders and 
send copy to Westmoreland Street 
offices, where the editorial, 
photographic, reporting, and 
advertising departments are 
working normally. 

The fire spread rapidly. For- 
tunately no lives were lost, but 
many thousands of pounds worth 
of damage was done; two rotary 
presses were ruined; and the 
newspaper filing, engraving and 
dispatch departments were des- 
troyed. All these were in the 
older part of the building which 
fronts on Fleet Street. 


J. H. Webb, general manager, 
states that two new buildings will 
be needed. Irreplaceable files of 
newspaper cuttings, blocks and 
hundreds of photographs have 
been lost. All 23  linotype 
machines have been affected, tat 
it is believed they may be sal- 
vageable after extensive repair. 


: ——. ee { i! _— x. erences - ei ? 
ee || ro = 
eee ax? 
E. Kingsley Belsten told the a 
: Advertising Club of Oxford F 
$that in his very early days he i 
i $ sent out a direct mail shot for 
$a shoe repairer, one piece of eek 
a gwhich consisted of a card- 
‘board blotter cut into the an 
ae shape of a large foot. 
ay For some time afterwards ete 
= Sthere was a steady demand 
for these blotters. ea: 
Subsequent inquiry showed § ie, 
Py i 
sg ae 
, oe - of ee Exe a ag: ie: i 
, a “ae ae) sith y 
e a : ad . \ GS ae 1 ae 
. . ea fae J ; 
F _ Bis. a a 7 . wis 
as — si a” ae a a 
tes > - . 5 = ¥ _ 
ra \ { oe ’ wg if ff: ~ ve 
‘ 7 aes af. ee ol ie am . wi a x 
j ef a : 
Gt  /4 . 
| | Be —— | : 
' a E «4 
a _ . 
1 ee 
1 ; hs He 
¥ t : 
E — > +s 
ee + te 
i z 
wag .- ee 
i ; a a } 
’ i = 4 4 eur. nit .. $8 al < we 


Cocktails before a Leicester Publicity Club lunch. Standing (lets 
to right), J. B. Roberts, R. S. Jenner, W. Bowles (chairman), M. B. S. 
Pollock (vice-chairman), and H. Purt (a vice-president); seated Mrs. 
J. B. Roberts and Mrs. D. L. Pickering. After lunch questions ‘from 
the floor’ were answered, and there was lively discussion of various 

advertising and publicity problems. 


Newcastle 


Members To Lecture 
Diploma Candidates 


The Publicity Club of New- 
castle is again co-operating this 
season with the Newcastle Muni- 
cipal College of Commerce in 
running a course of lectures for 
candidates for Division “A” of 
the intermediate examination for 
the diploma of the Advertising 
Association. 

Members of the Club will act 
as lecturers. Classes begin on 
Monday. 

Last week members of the 
Club were guests of John Moses 
& Co., Ltd., Newcastle, at a 
mannequin parade. 


Manchester 
To Hear Their 


Own Voices 


David Redwood. well-known 
lecturer of Manchester University 
and authority on public speaking, 
will instruct Manchester Publicity 
Association _ public speaking 
classes—for the third consecutive 
season. A unique feature of these 
classes will be the introduction of 
a recording unit. Thus, members 
will hear their own speeches being 
played back. Another feature will 
be the emphasis on the practical 
aspects of public speaking. Mr. 
Redwood’s twelve lectures will 
contain a minimum of theory. 

Classes will be held at the 
Adult Education Institute, Lower 
Mosley Street, on Monday even- 
ings 5.30-7 p.m. 


Glasgow 
Choosing Officers 


A special general meeting of 
the Publicity Club of Glasgow 
will be held in the Grosvenor 
amar to-morrow (Friday) 
when officers will be elected, 

The annual dinner-dance will 
be held in the Grosvenor Restaur- 
ant on Monday, October 22. 


Sheffield 
‘P.R. Stories Must 
Be News’ 


The importance of news value 
in public relations stories sent to 
editors was stre: by F. “y.= 4 
Milne, chairman, Publicity = 
of London and director, F. 
Lyons Ltd., when he opened . 
Publicity Club of Sheffield’s new 
session on Friday with a talk 
entitled “Industry is News.” 

Topicality, novelty, accuracy, 
reader-interest, factual human 
interviews, and quotes from 
people of weight were important 
if a firm were to focus public 
— on its achievement, he 
sa 


Season Opens With 
‘Get Together’ 


The Publicity Club of London 
opened its season on Monday 
with a “Get Together” at the 
Waldorf Hotel, when about 350 
members were welcomed by the 
chairman, F. Murray Milne, and 
Mrs. Murray Milne. 

Music was provided by the 
Paul London Trio, and carica- 
tures of members were drawn on 
the spot by Poli, the cartoonist. 

Mrs. Murray Milne presented 
the cups won at the golf meeting 


Publicity Club For 
Edinburgh? 


held in July, the winners being: 
a Cup (stroke competi- 
tion), D. Gwyer Gibbs; Lonsdale 
Hands Tro hy (4-ball competi- 
— F. Welshman and E. C. 


Next Wednesday is Dominion 
Day and members of the Club will 
visit the Central Office of Infor- 
mation for a film show on New 
Zealand. 

Various films, colour and black 
and white, on the country and its 
people will be shown. The event 
has been arranged by A. J. 
Campbell, the New Zealand 
public relations officer. 

A trip to the Nuffield factory 
at Oxford is being planned. 


Glasgow Veteran Among Winners 


The Publicity Club of Glasgow 
had ideal weather for their Golf 
Circle's autumn meeting at 
Douglas Park Course, Milngavie, 
last week. 

Alex Mclntosh headed the Ist 
class section and became this 
year's holder of the Southwood 


up. 

Three club veterans, Peter A. 
Menzies, Alex Mackenzie and 
Jack Firth turned up to support 
the players and the last named 


was among the prizewinners. 

Other results were: 

Ist Class—2nd Equal: Wm. 
Meiklejohn, Jr. (M'Murtrie’s Ad- 
vertising); J. T. McLellan (Wm. 
McLellan & Co., Ltd.); and James 
McLeod (Robertson and Scott 
Lid., Scotland). 

2nd Class—Ist: W. H. Fair- 
bairn (John Miller & Sons, Ltd.); 
2nd: Herbert Clarkson (John 
Swain & Sons, Ltd.); 3rd: Jack 
Firth (Publishers’ representative). 


ADVERTISER'S WEEKLY 
OBITUARY 
H. N. Casson 


Herbert N. Casson, founder of 
the Efficiency Magazine, died in 
hospital at Croydon, Surrey, last 
Friday. He was 82. 

Born in the backwoods of 


* Canada and brought up among 


Red Indians, Casson entered 
journalism in America. He came 
to Britain in 1914 and launched 
his one-man magazine the follow- 
ing year. In 1950 he handed the 
journa) over to his son, after hav- 
ing written ores word himself 
for 36 years. Efficiency Maga- 
zine now has six foreign editions, 
and a monthly sale of 145,000. 

Casson, who leaves a widow, 
four sons and four daughters, 
wrote 147 books. 


K. R. Shrewsbury 


Closely connected with the 
advertisement department of 
Thomas Cook & Son Ltd. for 
over 40 years, Keith R. Shrews- 
bury died at his home at Bognor 
on Monday. He was 67. 

He started his advertising 
career with C. Mitchell & Co. 
where he spent nine years. It was 
in 1908 that he joined Thomas 
Cook's as assistant to the manager 
of the advertisement department. 
After the 1914-18 war he was 
made advertising manager. Dur- 
ing the last war he held the 
threads together while a staff of 
eighteen were in the services. 

In 1945 he was appointed pub- 
licity manager when the advertis- 
ing, editorial, book sales, and 
printing departments were 
merged. He retired in 1948 and 
became a director of Regina'd 
Harris Publications Ltd. 


J. E. Bewsher 


For more than fifty years asso- 
ciated with the Illustrated News- 
papers group, John Edmund 
ama died on Monday aged 


At the time of his retirement 
in July 1949 he was advertisement 
manager of The Sphere, having 
been associated with the adver- 
tisement department of that paper 
since 1907. He became sole 
representative and worked single 
handed. In 1922 he was given 
control of the advertisement 
side of the paper with a 
staff of outdoor representatives. 
Later he supervised for a time 
The Graphic advertisement de- 
partment in addition to his other 
duties. Subsequently The Graphic 
was incorporated with The 
Sphere. 

There will be a service to-day 
(Thursday) at Golders Green 
Crematorium at 11.30 a.m. 


H. T. Hamson 


H. T. Hamson, editor of the 
Middlesex Advertiser for over 40 
years, has died in Uxbridge and 
Hillingdon Hospital, aged 84. He 
retired five years ago. He had 
a varied career in journalism, and 
at Merthyr worked alongside 
two brothers named Berry—later 
Lord Camrose and Lord Kemsley. 
He taught one of them shorthand. 
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George Breeze, Of Lewis’s, 


Wins Display Award 


First winner of a silver rose bow! presented “to encourage the art 
of good shop window display among the stores and shopkeepers of 
Merseyside” has been won by George Breeze, director of display and 
store equipment for Lewis’s Ltd. throughout Great Britain. 


The bow! has been presented for 
annual competition by Alderman 
A. Ernest Shennan, chairman of the 
Liverpool 
Constitutional 
A 55 ociation, 
to the North- 
Western Area 
Branch of the 
British Dis- 
play Associa- 
tion, which 
has its head- 
quarters in 
Liverpool. 

The winner, 
Mr. Breeze, 
has been with 
Lewis’s Ltd. 
for over 25 
years. He 
joined 
company as a 
trainee and 
subsequently served the company 
in a variety of appointments. After 
being general manager of the 
Birmingham store, he was appointed 
to the board of directors during the 
last war. Later he became general 
manager and resident director of the 
Manchester store, and in 1948 took 
up his present appointment. 

S. Rowland, secretary and Press 
and publications officer of the 
N.W. Area Council of the B.D.A.., 
says the rose bowl—to be known as 
“The Shennan Trophy’—will be 
awarded each year for merit, the 
conditions to be decided annually 
by the Council. 

* + * 


Mary Hiscox, space buyer with 
Scott-Turner & Associates Ltd., 
recently slipped four discs in her 
spine. Then she contracted a bout 
of pneumonia. She is now recover- 
ing and expects to be back at her 
desk within three or four weeks. 

. +. * 


R. W. Taylor, former sales man- 
ager, Cyc-Arc Ltd., takes up ap- 
pointment on October 1 i 
Crompton Parkinson Ltd., as pro- 
duct sales manager of Nelson Stud 
Welding Service, succeeding R. V. 
Powditch, who becomes product 
sales manager, Crompton Parkinson 
F.H.P. motors. 

.* * * 


Elysabeth Reid states she has 
resigned from the publicity depart- 
ment of Singer Motors Ltd. and that 
she is joining Cellactite and British 
Uralite Ltd., Gravesend, Kent, as 
advertising and propaganda assistant 
to the sales director. A former art 
student, Miss Reid has done both 

magazine illustration and designing 
for the stage. Before joining the 
Singer Company she was art editor 
of Trailer Publications Ltd. 

» . . 

R. G. Lagden, publicity manager, 
Maconochie Foods, id, oes mar- 
ried on September 8 to Miss 


George Breeze 


Elisabeth Veronica Mathews at St. 
Andrew's Church, Tarring, Worth- 
ing. The Lagdens are honey- 
mooning in Italy. 
* * me 

C. A. Bartlett, appointed manage: 
of the Guildford branch of Joughin 
Advertising Ltd. just over 12 months 
ago, has been made a director. He 


will continue in control of the 
Guildford branch. 

* * * 
Connery Chappell, editor of 


Picturegoer, leaves London to- 
morrow (Friday) night for a three- 
week visit to Hollywood to review 
the film situation there. 

« + 


A daughter, Anne Patricia, was 
born to the wife of the acting editor 
of Poultry Farmer, William Branson 
Hunt, on Wednesday of last week. 

* * 

Teddy Roberts, London Press 
Exchange space buyer, is to marry 
Elizabeth Eade—Matron of the 
Whitstable and Tankerton Hospital, 
on Wednesday, October 3, and Bill 
Hibbitt, space buyer, of J. Walter 
Thompson, will be best man. The 
wedding will take place at Tanker- 
ton and a number of Fleet Street 
friends will be there. 

* * * 

E. A. Gorton, Press officer, 
Hoover -Ltd., has been appointed 
honorary Press officer to the Dis- 
tinguished Conduct Medal League 
for theit annual rally, which will 
take pl this year on the Horse 
Guards Parade on Sunday, Sep- 
tember 30. 

. * 


J. MacLeod, at present accounts 
executive with Robertson & Scott 
(Advertising) Ltd., Edinburgh, will 
take up a new appointment as 
production 
manager with 
Ww Em- 
mett (Scot- 
land) Ltd., in 
Glasgow, on 
October 
He started as 
a junior with 
Peter A. 


promoted to 
take charge 
of production 
in 1938 at the 
age of 25. 
After six 
years R.A.F. service as a_photo- 
grapher, he rejoined the Glasgow 
agency, remaining there until 1947, 
when he became production manager 
for Travel Press & Publicity Ltd.. 
Edinburgh, handling . publicity for 
the S.M.T. Group, Scotland’s S.M.T. 
Magazine, Scotland’s' Magazine 
Annual, and §.M.T. Sales & Service 
Co., 


J. MacLeod 


E. Smee, director son 
of E. A. Smee, managing direc- 
tor, Smee’s Advertising. Lid., was 
married recently at Englefield Green 
to Miss Marie Evelyn Backes, of 

Wentworth, Virginia Water. 
* * * 

Changes in the executives of the 
editorial departments at Kemsley 
House, Sheffield, are announced. 
They follow the appointment of 
Alfred Dow, news editor of The 
Star, to be director of studies. 
George Simpson, news editor of the 
Shefheid Telegraph, becomes news 
editor for both morning and evening 
papers. Mr. Dow will be in charge 
of the training of Kemsley juniors 
and recruits at York as well as 
Sheffield. 

*~ * * 

Frank Hayes, advertisement man- 
ager, Manchester Evening News, 
and Courtman Davies, head of the 
Manchester Guardian research and 
pags department, are to speak 

“Publicity” at the annual week- 
a school of the Metropolitan As- 
sociation of Building Societies at 
Selwyn College, Cambridge, on 
Saturday (September 22). 
* * . 


The Council of Industrial Design 
have appointed John J. y as 
Press officer, following the resigna- 
tion of Ronald Amos to take a new 
post. Since April 1950 Mr. Gray has 
been overseas Press officer, specialis- 
ing on the contribution of British 
industry to the Festival of Britain. 
For three years before that he was 
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screen writer with “This Modern 
Age” Film Unit and a contributor 
to various periodicals. In his new 
capacity he will combine the duties 
previously performed by Mr. Amos 
and Mrs. D. C. M. Warner. 

* * * 


Charles A. Thomson, commercial 
manager, Edinburgh Evening News, 
has been on the sick list for some 
weeks now. 


* * * 


Tom Hancox, member of London 
Publicity Club ‘and managing editor 
of On the Road, was joint author 
with David Allnutt of Practical 
Speaking, published by the Con- 
servative Central ec. 

* * . 


After addressing the Harrow 
Rotary Club on his television pro- 
Inventors’ Club, 

public relations officer, 
North ‘Tames Gas Board, was in- 
vited by a member to visit his small 
development works nearby, and 
found he was making some of the 
smallest electronic valves in the 
world! 

* * 

Joe Harris, of Harris Advertising 
Ltd., member of the public speak- 
ing section of London Publicity 
Club, has returned from holiday in 
Majorca. He found brandy as dear 
as 10d. and as cheap as 44d. a 
glass. 


* ~ a 
Formerly a market consultant 


and now general manager of Sebel 
Products 


Ltd., L. T. E. 
Webb has 
been ap- 
pointed tog 
the board of & 
directors. Mr. 
Webb was a 
market con- 
sultant be- 
fore he 
joined Sebel’s 
in 1947. He 


is recognised J 
as an auth- 
ority on 
sales and 
marketing. 
Sebel say: 

“His steady 
but eougeling hand is one of those 
which have piloted the Sebel ship 
so successfully through the last few 
years of carbulent post-war trade 
waters.” 


L. T. E. Webb 


‘Squabble Between Directors’ 


What Mr. G. D. Roberts K.C.. 
counsel defending, described as “a case 
of squabble between directors and a 
matter of account’ was investigated by 

he 


Mr. Frank Powell, Clerkenwell 
Magistrate, on Thursday. Alec Emanuel 
Alvarez, 48. a publicity agent, and 


Nora Vera Clark, 27, ho 
of 43a Blatchington Road, Hove, 
charged on remand with conspiring 
together, as directors of Irving Displays 
Ltd. at Drake Street, W.C.1, and else- 
where, between August 10, 1950 and 
April 30, 1951, fraudulently to take to 
their own use and benefit monies of the 
company. 

Mr. J. M. Evelyn, prosecuting said 
that Alvarez and Mrs. Clark were 
directors of this company, which carried 
on business as advertising agents and 
contractors. Mrs. Clark, in addition, was 
secretary. Alvarez and Mrs. Clark were 
shareholders and a solicitor, Hyman 
Between October 1949 and 
. Fishman financed the com- 
Pany to an extent which was said to be 
£9,949. In August 1950, Fishman told 
Alvarez that he would like to know to 
whom the company’s cheques were paid 
and have some check on the outgoings 
of the company’s funds 

Counsel said that on August 10, 1950, 
@ mandate was issued to the bank that, 
in future, all cheques drawn on the 
company’s account would be signed by 


Alvarez or Mrs. Clark, and counter- 
signed by Fishman 

Mr. Evelyn described how on Fridays 
Mrs. Clark sent cheques to Fishman for 
signature. Amongst them were some 
made payable to people who Mrs. Clark 
said were travellers of the company. The 
amounts were blank and, according to 
Fishman, Mrs. Clark's explanation was 
that the travellers did not gct in until 
late and it was not known what their 
requirements would 

Six witnesses were ct - 
that they had at us times, 
employed by Irving Displays Ltd. Each 
was shown cheques which they denied 
having received 

When an adjournment was discussed 
Det.-Insp. Smart of Scotland Yard 
said that the surety for Mrs. Clark had 
withdrawn. to Mr. Roberts. 

he agreed that she was a women 
p Aa and he did not oppose bail in 


remanded until 
5. Alvarez being allowed bail 
in his own recognizances of and 
one surety of £ 


Barnes Council have refused 
to lease land to More O’Ferrall Ltd. 
for the erection of ornamental walls 
featuring small advertisements, each 
site to be fronted with a garden. 
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Features from a Recent issue 


Features for 


ARE HUMAN BEINGS NECESSARY ? 


every member of Bertrand Russel 


WAR CAME AT 7.56 . 
the Family eee Plerve Clostermann 


THE INCOMPARABLE TALLULAH 
Eileen Bigland 


THIS AUTUMN’S FASHIONS FROM PARIS 
Gérard Poirot 


JOHN GILPIN’S RIDE 
illustrated by Ronald Searle 


LINDLEY SPARKES + ADVERTISEMENT DIRECTOR «+ 114 FLEET STREET, LONDON, E.C.4 
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Vigorous Expansion 


TUDY of our Annual Survey of Appropriations, published 
S: this issue, should dispel any fear that shortages of materials 

and other adverse factors may slow down the advertising 
pace during the coming year. While, as was to be expected, 
black patches here and there are disclosed, the general picture is 
again one of vigorous expansion. 

Neither is this accelerated upward trend in expenditure solely 
due to higher media and advertising production costs. Equally— 
and this is the sign of health—it is due to the realisation that only 
by advertising can industry meet increasingly competitive condi- 
‘tions. What it has to overcome is consumer resistance due to the 
fact that personal incomes, sapped by high taxation, are not 
keeping up with the price level. Against this reluctance to spend, 
products not effectively advertised have no hope at all. 

In the matter of media selection, it is evident that nearly all 
advertisers, though recognising that other media have their 
essential place in a balanced spending programme, still pin their 

‘faith to the Press. It may well be that artificial conditions now 
‘favour magazines as against newspapers, but there is no safer 
bet than that if, during the coming year, newspapers are able to 
offer greater frequency and regularity of insertion, they will sell 
their space, even at the enhanced rates they are obliged to charge. 


Confident But Not Complacent 


YNICS who scoff at conferences as so much waste of time 
might well have changed their tune had they attended the 
world gathering of market and opinion research at Tunbridge 
Wells. : 
This was a practical, down-to-earth conference, with no 
flummery and no window dressing. Delegates came determined 
to contribute something and to learn something, with results that 
should benefit their profession in all the countries represented. 
Because their energies were not sapped by a surfeit of social 
functions, they were able to concentrate on the discussions, some 
of which reached a very high level. 

Constructive self-criticism was the keynote. It was clear that 
while researchers are confident of the validity of their techniques, 
and prepared to offer proof, there is no complacency. On the 
contrary, there is a strong urge to test established methods, to 
improve on them, and to extend the scope of usefulness of 
research to business, to government, and to the social sciences. 

To the Market Research Society, as organisers, goes credit for 
a notable achievement. 


@ Change of subscriber’s address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 
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To-morrow’s Topics 


A.A. analysis of ad. 
spending out soon 


UBLICATION of the 

analysis of advertising 
expenditure sponsored by the 
Advertising Association, which 
it was hoped to produce before 
the International Conference, is 
now promised for October. 
Covering 1948, it will be the 
only comprehensive post-war 
survey of its kind. 

Some surprising facts will be 
revealed. 

There have been many esti- 
mates of the total] amount spent 
in this country on advertising, its 
relation to national income, and 
its allocation to media, but all 
have been more or less guesswork, 
and many will be falsified. This 
is in part because there is no 
agreed definition of advertising. 

Where does advertising end and 
sales promotion, other than ad- 
vertising, begin? The authors of 
the survey have had to face this 
problem, and it will be interest- 
ing to see how they have solved 
it. Their figures may well be dis- 
puted by those differing on the 
definition of “sales promotion” 
and “advertising.” 


— 


_—_— om 


Another Advertising Associa- 
tion publication involving 
tremendous efforts at Ludgate 
House is the official report 
of the recent International 
Advertising Conference. Assum- 
ing several volume proportions at 
present, a mass of material will 
be reduced and presented with the 
aid of members of the staff of 
“The Times.” It is hoped that 
the job will be ready by mid- 
November, but the report will 
certainly be out before Christmas. 
The omissions will probably 
create as much interest as the 
carefully selected contents and 
pictures. 


Traders want resale 
price maintenance 


HREE resolutions of interest 
to advertising and marketing 
circles are down for discussion at 
the National Chamber of Trade 


Conference which opens at 
Malvern on October 1. 

The first “calls upon the 
Government to refrain from 


enacting legislation calculated to 
bring to an end private enterprise, 


initiative and the spirit of adven- 
ture in trade.” 

The second asks delegates to 
re-affirm their “belief in the 
system of resale price mainten- 
ance for branded goods of 
guaranteed quality.” 

And the third—the sting in the 
tail, for the Press—‘views with 
grave concern the many recent 
articles published in the national 
Press dealing with commodity 
prices. These statements, often 
being inaccurate, misleading and 
bewildering to the general public, 
cause confusion in the minds of 
purchasers.” Newspapers are 
asked to verify the accuracy of 
statements before printing. 


~™~=_—— eS —ia 


Disappointed with the showing 
given by the Press to B.A.F. hand- 
out pictures, the Board of Trade 
is to take steps to improve both 
quantity and quality next year. 
Main trouble this year was that 
too many pictures had manufac- 
turers’ names in a_ prominent 
position. Firms are being asked 
to avoid this in future. 


—~  —~ # #3 8 ee 


Next economies to be 


in sales promotion 


APER people who know their 

business have been smiling 
this week over a story in The 
Recorder headed “Penny News- 
papers May Come Back.” 

While admitting that “it would 
need a newsprint slump of the 
first magnitude to bring the pos- 
sibility of the penny newspaper 
back in Britain,” the story quoted 
a decrease in U.S. consumption of 
Canadian newsprint was down by 
nearly 7 per cent—with the in- 
ference that more might come 
Britain’s way. 

But the pertinent questions are: 
What about the dollars? And 
what about demands by other 
users of pulp? 

While The Recorder was visua- 
lising the remote possibility of a 
return to penny papers, the 
National Newsagent reported a 
denial “by a senior Fleet Street 
executive” of “rumours of 2d. 
nationals which circulated in the 
trade.” 

Twopenny nationals are un- 
likely yet. The management of 
one of the largest dailies has 
already decided that the next 
economies—if any have to be 
made—will be in sales promo- 


tions, 
ROUND TABLE 


dvertisement ie. > 


a on : - atl aS = DR AIRE el i a. ee dr MRM Sag 
: P 4 q R 1 «ra Piero > eee” 
i aoe: 
. - 
7 <p 
We 
2 po Bie 
- —_————— ——————— 
3 
tes —— Or ae 
ae ‘ 
Dees | 
he ; 
7 
fe, eee . 
a, EE 3 
; ; 4 
af ‘ i 
: . Fig. 6 
2 %, 
. 
Pr, mi s 
iN — oa 
ee ui 
a 
pF 
— — Lee ana a ae a : 
are 
; x 
7 ee 
et " 
bs 
x | L 
1a . | g 
\ | 
p of 
= — — — + 
; 7 j - 
se 
me rt 
Sab oy 
: Pp FS 
. P| fe 
ue pie a tae aw as ; iis. 
wy eT 
" eg aie ge SS an, 
: . - Ca wee eee: EP RS ae ne ey 
et s | ; a Be hes a my 
_ Pa — 
- Every ke eping 
La ; a ra i 
ae iy 
oe ie A. 
ae ~ 
my 7 
- — 
‘ eames si a 
: 7 ye. . 


7 y ¥ - _ 
ole Ge 
4 R 
& 


Holiday fours 


When the Mundys and the Hells met on holiday at 
Yarmouth, they soon found they had a lot more in 
common than their choice of holiday resort. Both 
couples have been married three years; both husbands 
and both wives go out to work; they are buying 
their own houses (in Humber Avenue, Coventry 
and Cheetham Hill Road, Dukinfield respectively) 
and all four are regular readers of the Sunday 
Pictorial. 


The last similarity is not surprising, as the Sunday 


a 
me 

Pictorial, with an average weekly net sale of 5,082,814 
(June 1951) goes into a huge cross-section of the homes 
of Great Britain on the best advertising day of the week. 
Among the Sunday Pictorial readers, therefore, are 
many like the Mundys and the Halls—families where 
a joint income gives high purchasing power. 
Advertising in the Sunday Pictorial is a very 
economical proposition, too. Its square inch per 
thousand rate of ‘70d. is only 9°4°%, higher than in 
1939. 


Sunday Pictorial 
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Challenge From Midland Photographers 


ORTY-ONE Midland 
photographers throw out a 
challenge to any other 


‘group in the United Kingdom 


' Exhibition of Industrial 


of Britain 
and 


with a_ Festival 


’ Portrait Photography currently 


-on view at 


© 


the R.BS.A. 


Galleries, in New Street, 
Birmingham. 

Organised by the West Mid- 
lands Centre of the Institute of 
British Photographers, this is the 
third—and so far the best- 
annual showpiece for industrial 
and portrait photographers from 
Birmingham, Coventry, Sutton 
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Khangest civeubelbion. in South Walls 


Coldfield, Bromsgrove, Leaming- 
ton Spa, Walsall and Worcester. 

1.B.P. National! President John 
Short said at the opening cere- 
mony that in the course of his 
presidential duties he visited 
many cities and towns and saw 
the work of innumerable profes- 
sional photographers. 

“Nothing that I have seen else- 
where,” he said, “has bettered the 
standard of these prints, as a 
group.” 

That was no idle boast. The 
190 prints for industry and adver- 
tising show so high an average 
uniformity of quality that it is, 
perhaps, a shame to single out a 
few groups of exhibits for special 
mention. Nevertheless, it should 
be recorded that for print quality 
and presentation (not to be con- 
fused with originality or dramatic 
force of subject conception and 
presentation) the exhibits of John 
Short, A. Royce Brown, S. A. 
Hellewell (all of F. R. Logan 
Ltd.), Roy Norton (Saga Services 
Ltd.), and John Adams and Eric 
Griffiths (John Adams (Publicity) 
Ltd.) are equal to the very best 
of contemporary work, © with 
special recognition to the F. R. 
Logan exhibitors. 

Members of the Midlands 
1.B.P. are actively concerned with 
the commercial camera men of the 
future. Most of those whose 
work has been mentioned so far 
are well established, All praise 
then to some photographers who 
are deliberately pushing their 
seats a little further back to let 
the younger men, who will handle 
to-morrow’s industrial and adver- 
tising work, show what they can 
do to-day. 

John Village and Geoffrey 
Hughes are two “new-generation” 
workers of outstanding promise; 
the former produces one of the 
technical tours de force of the 
show: “Checking for play,” an 
engineering shot of mature crafts- 
manship and perception. Geoffrey 
Hughes does an almost impossible 


Three of the outstanding pictures 
at the Birmingham exhibition of 
industrial and portrait photo- 
graphy. They are by John Short, 
John Village (above), and 
Geoffrey Hughes (below). 


lighting trick with “Three- 
dimensiona] plastic.” 

It might be said that the show 
produced few new ideas. The 
result of three years’ successive 
shows, each keenly contested so 
far as limited wall-space is con- 
cerned, has been a _ distinct 
sharpening-up of print quality 
this year. Perhaps technical per- 
fection is therefore more evident 
than originality of approach. 

As one would expect in a 
heavily industrial area, the em- 
phasis of the show is heavily on 
photographs that sell. 

Many of these forty-one Mid- 
land photographers show by their 
work at the R.B.S.A. Galleries 
that they have learnt the success- 
ful advertising photographer's 
first principle—the camera is 
merely the instrument that helps 
to sell the goods. But a few are 
still too preoccupied with clever- 
clever lighting and beautifully 
arranged supporting backgrounds. 

In these realistic times, the 
camera men, too, must strip for 
action. So, off with the corduroys 
and fancy sweaters, and on with 
the overalls. 
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NEWS only 44 days old! 


THE DECLARATION OF INDEPENDENCE ! 


by the American Colonies reached 
the London-office of The Morning 
Post within 44 days. This was 
something of a record in 1776. 
But having got the story the editor 
put it on the back page under the 
review of a play. 

If, as in Shaw’s “Applecart”’, 
the United States voted to revoke 
the Declaration and return into 
the Empire, the news would travel 


at 186,000 miles per second and 
be somewhat more prominently 
published. 

But, in spite of better communi- 
cations and although we think we 
know more about make-up and 
display, lack of newsprint is forcing 
us back to something reminiscent 
of the old solid-set pages. None 
the less, the character of an indi- 
vidual newspaper is unimpaired. 
In six pages as in thirty-six— 


Che Daily Telegraph 
is the paper people trust 
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% Diagram based on populations of 
selected Midlands towns, taken at last 
census. Bi h approximately one 
million. 


To cover the Midlands 


first cover BIRMINGHAM 


Birmingham is the largest provincial city This vast body of purchasers is immensely 
in England. Within ‘the sphere of its proud of its Midland character. Despite its 
influence—its dormitories and neighbour- wide area it is a compact market, and 
ing towns to North, South, East and into complete coverage of A, B and C classes 
the Black Country—live over three and can be and is successfully being achieved 
a half million people whose earning and for many nationally distributed products 
spending capacity is among the highest by concentration upon these recognised 


in the country. organs of Midland opinion. 


POST 
BIRMINGHAM < MAIL 
WEEKLY POST 


Members of A.B.C. 


NEW , BIRMIN' 2. ndon Office: 88 FLEET STREET, E.C.4 h Blackh Coventry, Dudley, Kidderminster, 
- SeaS. omen i Leamington Spa, Redditch, Tamworth, “walcall and “Wenrestnatess 
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Annual Survey of 


ADVERTISER'S WEEKLY 


APPROPRIATIONS 


Expanding Business And Higher Space Rates 
Force Bigger Ad. Budgets 


FEW ADVERTISERS QUOTE MATERIALS SHORTAGES 
AS REASONS FOR SALES PROMOTION CUTS 


As the price level rises, advertising expenditure is rising with it. The increase during the 
coming year is likely to be appreciable. This stands out clearly from this year's ADVERTISER’S 
WEEKLY Survey of Appropriations. More advertisers than in either of the past two annual 
surveys report that they plan to spend more. ; 

In part, this is to meet higher media and production costs, but not wholly so. It is evident 
that the proposed increases are due also to a spirit of competitive enterprise. Some advertisers 


look forward to expanding business that will need more advertising to support it. 


Some plan 


to open up new markets, at home and overseas. Others will launch new products. The need to 
overcome consumer resistance, or to counter competition, are further reasons given. Only in 
a few instances is advertising being curtailed because of shortage of raw materials. 

The Survey gives little indication this year of sweeping changes in media preference. The 


Press retains its dominance unchallenged, though 


the national magazines will take an even 


larger share of Press allocations. A slight drift away from newspapers, owing to space shortage 
and higher rates, is counterbalanced 0.: the whole by expectation of an easier newsprint position 
with more space available during 1952, 


HEN this annual Survey 
was conducted a year ago, 
all the emphasis was on the need 
for hard selling in a buyers’ 
market. Events since then have 
not essentially altered the 
picture, though they have com- 
plicated it and added a pro- 
nounced element of uncertainty. 
Athough full employment has 
been maintained, and wages have 
risen, prices have risen too, so 
that demand for goods and ser- 
vices has not, in most instances, 
overtaken supply. Consequently, 
products still have to be sold by 
persuasive advertising. The pros- 
pect is that, owing to higher 
prices, competition for limited 
consumer purchasing power will 
become even hotter. Only in those 
industries where materials short- 
ages due to rearmament have al- 
ready been felt is there any in- 
clination to revert to prestige 
publicity. 

So the outlook, for the adver- 
tising business, is on the whole 
rosy, but a note of warning should 
be sounded. The effects of re- 
armament are only beginning to 


be apparent. No one knows what 
will be the consequences for ad- 
vertising of the next Budget. Still 
less can one prophesy the results 
of future developments in the 
international situation. A number 
of advertisers were unable to give 
information for the Survey be- 
cause they cannot yet see far 
enough ahead to finalise their 
plans; others explained that pre- 
sent plans are tentative in that 
circumstances may later compel 
their revision. 


The Survey Method 


The method employed for the 
Survey followed broadly that pre- 
viously employed, though some 
additional facts were sought. 

A questionnaire, asking, in 
strict confidence, for a detailed 
breakdown of appropriations for 
the coming year, was sent to 1,200 
national advertisers. 

response approximately 
equalled that of last year—118 
against 120. Of these. 79 were 
from manufacturers of consumer 
goods, 22 from manufacturers of 
capital and semi-capital goods, 4 
from retail stores ad mail order 


houses, 7 from insurance com- 
panies and banks, 2 from trade 
associations, and 4 from providers 
of sundry services. The propor- 
tion of consumer goods adver- 
tisers was higher than that last 
year, a point that should be re- 
membered when comparisons are 
made. ’ 
Some of the largest advertisers 
in the country were represented, 
but, as has been made clear on 


AGENTS, PLEASE 
NOTE! 
We propose to use more 
advertising agents to 
encourage the of 
competition. 
An Engineering Firm. 


previous occasions, advertisers in 
some of the most highly competi- 
tive fields will not reveal their 
plans in advance, even in confi- 
dence. This year radio and tele- 
vision, soaps and detergents, are 


among the product groups poorly 
represented. The substantial sums 
represented by such advertisers in 
the Press, on outdoor advertising, 
and on radio are not, therefore, 
reflected in the Survey, a fact that ~ 
should be borne in mind when 
assessing the returns. 

For the first time in recent 7 
years, advertisers were asked to 7 
state the range within which their ~ 
appropriations fall. All those 
replying except one complied, 
with the following result: 

Over £100,000 11 
£50,000-£100,000 13 
£10,000-£50,000 59 
Less than £10,000 34 


117 

From this and the analysis 
given above, it will be seen that 
once again the returns are suffi- 
ciently representative to warrant 
the claim that they constitute a 
sample from which trends in ad- 
vertising policy can fairly be 
deduced. 


Budgets Up And Down 
Asked whether they proposed 
to spend more or less during the 
coming year, and by what pro- 
portion, advertisers replied as 
follows (comparative figures from 
our last Survey are also given): 
1951-52 1950-51 


Of the 49 advertisers stating 
that they would spend more, 42 
gave the percentage increase. This 
averaged 28-5 per cent, compared 
with 25 per cent a year ago, and 
28:5 in the 1949 survey. 

Of the seven stating that they 
would spend less, four had not 
decided by how much. The three 
others showed substantial cuts, 
for reasons concerning their par- 
ticular businesses. 

Advertisers increasing their ex- 
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penditure fall under the follow- 
ing product groups: 

Clothing and Footwear (12) 

Engineering (5) 

Electrical and Radio (4) 

Pharmaceuticals (3) 

Aircraft (2) 

Wines and Beers (2) 

Branded Foods (2) 

Cosmetics (2) 

Office Equipment (2) 

Chemicals (2) 

Confectionery 

Tobacco 

Plastics 

Petroleum Products 

Banking 

Assurance 

Cleaners and Dyers 

Paper 
Rubber Articles (Footwear, etc.) 

Transport 

First Aid Equipment 

Soft Drinks 

Cars. 

Reasons given for 
more are especially 
this year. No fewer than 20 
stated specifically that the in- 
creases were wholly or partly to 
meet higher space rates and/or 
advertising production costs, but 
37 gave reasons that can be taken 


spending 
interesting 


SURVEY OF APPROPRIATIONS 


ments, 


! with 
which the advertiser falls: 
of 50 


Increase 


home 


the group within 


consumer 


(Women’s Wear.) 
Development - trade in U.S.A. 


(Liqueur.) 
Increased budget for technical 
literature and films. 


postwar conditions. 
Disappearance 
shortage hoped for in 1952; swing 


per cent in 
advertising. 


(Alloys.) 
Need to fight for business in 


(Transport.) 
materials 


of 


probably from sellers’ to buyers’ 
market; introducing new products. 


(Rubber Articles 


footwear, 


etc.) 


Increased need for sales promo- 
tion material and expanding sales. 
(Electrical Product.) 

Increased 


raw material. 


preparatory work for 


market. 
ducts.) 


supplies 


of scarce 


(Confectionery.) 
Increased advertising costs and 


Addition of provincial 
also possible extra spending in 


U.S.A. (Clothing.) 


buyers’ 
(Paper and Paper Pro- 


Press, 


Bigger expected turnover due 
to increasing production. 


wear, 


etc.) 


(Foot- 


Bigger business being done, 
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FIVE POINTS FROM THE SURVEY 


@ Many advertisers are increasing their budgets for 1952, not only 
to meet higher space rates and advertising production costs, but 
to fight competition, counter sales resistance, and expand business. 


@ Over 40 per cent of national advertisers plan to spend more during 


the coming year, compared with 36 per cent a year ago. 
few plan to spend less. 


@ Although advertisers in some industries, 


Very 


paint manu- 


including 
facturers and those depending on metals for their raw materials, 
expect to suffer from shortages and to spend less on advertising, 
advertisers in the confectionery, soft drinks and rubber products 
groups anticipate that their materials will be more plentiful and 
that their advertising will increase. 


@ The Press remains the dominant medium, taking approximately 
72 per cent of all advertising expenditure in the home market. 

@ Magazines have increased their lead in respect of Press advertising 

Magazine advertising will account for 34:5 per cent 

of total appropriations, compared with 22-5 per cent forecast a 

year ago. Second come London nationals, with 16 per cent. 


expenditure. 


(dtu iii 0010 1010 AE RR 


campaign in 
(Electrical Goods.) 


Bigger 


(Nylons.) : 
Special appropriation for retail 
sales aids and a filmlet campaign 


class 


export 


periodicals. 


coverage. 


to reflect determination to main- more still wanted. (Children’s plus a campaign for a special 
tain or increase sales. Clothing.) knitting fortnight. (Knitting 
Here are some of the state- General rise in prices. New Wools.) 
La 
(Pereentage of Total Appropriations) 
| | 
i | Trade and 
! National London | Provine tal | Provincial, Provincial\| National | Technical Ot 
Products Groups | Dailies Sundays | Evenings | Mornings Evenings | Weeklies | Magazines| Journals ications 
APPAREL } 40 15 | ws 4 20 
iis | — 10 20 20 
” . 36 | 7 2 36 5 
as - 
e 4 | 2 1 55 9 I 
* | 2 2 1 wo) 5 10 
TEXTILES | 30 7 | 7 7 35 - 
; 80 Pall - 
2 33 10 5 
KNITTING WOOLS . | 10 20 4 
FOOTWEAR ‘ | 100 
, . 15 5 75 | 54 5 
10 10 5 5 | 40 3 2 
a ‘ ‘ 30) 5 35 - 
. 18 ‘5 5 30 2 5 
BRANDED FOODS | 50 12 36 1 
” ” 1 40 13 | 
| | 80 10 
me pe | 20 5S 
- 19 9 18 SS 3 3 
WINES and LIQUEURS : 30 35 7 1 | 2 | 23-5 2-5 
m a | - |} 31-5 10 35 
SOFT DRINKS 12-5 12-5 20 
BEER + 20 | 10 10 1 1 
BRANDED MEDICINES 5 3 |; 10 2 - 
~ " .| 40 ‘ 5 10 5 | 5 5 1 
” -} il 75 5 5 
” ” 5 15 50 
» a : 60 | 10 
COSMETICS " | 24 } 6 | 70 
a = 28 | 1 | #9 
15 75 " 
nad 0 , 4 | 10 ‘ 8 29 2 
TOBACCO 26 a 43 ; 
DETERGENTS . | 15 5 30 
PENS, PENCILS, ete | 40 10 
40 3 1 I | 40 2 
FU RNITU a. é | a2 4 14 | 10 
RUC : | 96 | 68 
HOU SE HOLD DYES .. 4 5-5 | ; +a 2 1 
5 | 30 5 50 1 
ELECTRICAL GOODS | | “ 45 25 5 
EWELLERY oa 23 10 | 3 55 
(ATCHES and CLOCKS... | 25 5 | 15 5 5 
TOYS 5 an | 9 | 8 
COOKERS and STOVES 3 j ~ | 3 | 45 12 _ 
TYPEWRITERS, etc. 8 ; | ote | S { 7. i 35 28 1 
POLISHES | 10 } 2 | 2 | 1 5 | %# 3 
SANITARY TOWELS. bat ak 2 i er 13 — 
” » ee _ a ee, cit Oe. 2 9 


Larger turnover this 
(Proprietary Medicine.) 

Consumer resistance to higher 
prices. (Sanitary Towels.) 

To maintain past quality of ad- 
vertising in face of continually 
increasing prices. (Relay Radio.) 

Increased rates and introduc- 


year. 


tion of new aircraft types. (Air- 
craft.) 

Increased production costs 
necessitating increased sales. 


(Dyers and Cleaners.) 
Higher space charges and addi- 


tional overseas campaign. 
(Engineering.) 
Price resistance and _ lower- 


priced competition. (Men's Wear.) 

To cover wider range trade 
journals, especially export 
journals. (Plastics.) 

Widened distribution and more 
raw materials available. (Soft 
Drinks.) 

Increased competition. (Baking 
Powder.) 

Increase in cigarette advertis- 
ing. (Tobacco.) 

To offset N.H.S. prescriptions 
which are substitutes for their 
own products, and to meet com- 
petitive advertising. (Proprietary 
Medicine.) 

Increased necessity for sales 
promotion material and expand- 
ing trade. (Office Equipment.) 

Increased rates, new markets, 
sales resistance in some markets. 
(Clothing.) 

Increasing rates in Press, higher 
cost of paper used in ethical pro- 
motion, expectation of increased 
sales. (Pharmaceuticals.) 

Because of increased sales of 
bottled beer resulting from adver- 
tising. (Brewery.) 

Addition to list of advertised 
products. (Engineering.) 

Larger spaces; also advertising 
new preparations. (Cosmetics.) 

Reasons given by a few adver- 
tisers for spending less are also of 
some significance, though they 
cannot be said to indicate any 
general tendency. 

Two advertisers, one in the en- 


(Turn to page 514) 
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Advertisers’ 
Choice Of 
Media 


Bigger Share 
For National 
Magazines 


MORE FOR DIRECT 
MAIL, TOO 


HE most outstanding trend 

disclosed by an analysis of 
media allocations is that national 
magazines are gaining ground 
fast. A breakdown of 50 con- 
sumer goods advertising appro- 
priations for the year ahead 
shows that magazine advertising 
accounts for 34°5 per cent of 
the total, compared with 22:5 
per cent a year ago. 

The main reason for this, of 
course, is that many advertisers 
genuinely favour magazines, 
especially those with mass sales, 
but it is a safe inference that the 
trend would be less pronounced 
were there no shortage of news- 
paper space. This is clear from 
remarks of advertisers completing 
the Survey questionnaire. 

Figures suggest that the money 
for this higher volume of maga- 
zine advertising will come in part 
from bigger appropriations, and 
in part from sums hitherto allo- 
cated to other media. 

The Survey reveals no other 
marked changes in media prefer- 
ence, though it can be taken that 
media other than the newspapers 
are still benefiting from the news- 
print shortage. When newspaper 
sizes increase, and more space is 
available, with greater regularity 
and frequency of insertion, it 
seems likely that the newspaper 
share of total expenditure will be 
appreciably higher. 

A breakdown of 96 appropria- 
tions (Table II) shows that 71-5 
per cent of the total to be spent 
by these 96 advertisers will go .o 
the Press. This compares with 69 
per cent a year ago, when 90 ap- 
propriations were analysed, and 
74 per cent, in respect of 75 
appropriations, shown by the 
1949 Survey. 

The figures, expressed as ap- 
proximate percentages of total 
spending, are as follows: 

Press 71:5 

Posters and Transport ‘5 

— Mail 


Dealer Aids and Joint 
Advertising with 
Dealers 

Exhibitions 

Miscellaneous, includ- 
ing Radio 4 

The percentage for signs is 
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TABLE II—HOW APPROPRIATIONS FOR THE HOME MARKET 
ARE ALLOCATED TO MEDIA 
(Percentage of Total Appropriations for cach of 96 Advertisers) 
BRANDED FOODS AND DRINKS 


Joint 
| | Advtg. 
Outdoor | Trans Daylight Neon Direct ‘ with 

Press (Posters) | port Signs | Signs Mail lide Aid Dealers 


& 
1th e 
) if 


33-5 


Cen tHeeone= 


[11 Belle 


! 
' 


CONSUMER GOODS (MISCELLANEOUS) 


| 

| 

| Out Day Films 

door | Trans light Neon | Direct | @ Dealer : | Miscelle 

Product Press (Posters), port | Signs | Signs | Mail | Slides | Aids ions | io | aneous 


BRANDED MEDICINE. ; ee a — 
CIES 6.0 o . ; ak be 


” 


TOBACCO 
DETERGENTS 
PENS and ARTISTS’ MATERIALS 


FURNITURE 
HOUSEHOLD byes 


JEWE LLERY 

Ww = HES and CLOCKS 
TOY 

COOKE RS and HEATERS 
TYPEWRITERS, etc ‘ 
POLISHES 


jeowl aan 
MEOREREeeeet OERRReeeeee 


| 


ReneS] ae! | 
Libliati 


on 


PAPER , és 

HARDWARE and BUILDING 
SUPPLIES 

ELECTRICAL and RADIO GOODS 


” 


+e 
. 
w 


PAINTS = LO oe ne 


FIRST AID ay gS ‘ . : | 
CYCLE and CA _ 65 

PE TROLEUM . PRODUCTS ooh 25 

LUBRICANTS ~- ) a 34 


eeeens wi 


PEbiddddd 


awnzad! | aw 
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* Direct mail for promotion of “ethical” products tLeaflets, ete. {Catalogues. 


ENGINEERING, PLASTICS, AIRCRAFT, ETC. 


| j 

Out- | Day Films | 
} dow | Trans-| light Neon Direct | and 

Product * Press \(Posters) port | Signs | Signs Mail | Slides 

IRON and STEEL ; oe = — 

ENGINEERING : : 2-8 ” 


nT 


if 


eal Bla 


PLASTICS 


Lda teil 


ALUMINIUM, ete 
CHEMICALS : y 
| 
‘| 
| 


aeen-| | Rav 


Pidtdddbdda 


PRE os _, BUILDINGS 
AIRCRA 


= jms) 


*Practically all Press advertising expenditure in this section is in the trade, technical and specialised journals. 
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ADVERTISER'S WEEKLY 
SURVEY OF APPROPRIATIONS 


nominal. This, with expenditure 
not yet allocated, accounts for the 
remaining 1-5 per cent. 


The analysis a year ago showed 
the following: 

Press 69 

Posters and Transport 6°5 

Signs 

Direct Mail 

Films 

Dealer Aids and Joint 

Advertising with 
Dealers 

Exhibitions 

Miscellaneous 

The sample in each year is not 
identical (this year there is a 
higher proportion of consumer 
goods advertisers), and figures are 
necessarily approximate, so the 
comparison cannot be regarded 
as exact. For example, the over- 
all percentage for both outdoor 
advertising and exhibitions is 
almost certainly higher than the 
figures indicate. Some large 
poster users are outside the Sur- 
vey, and exhibitions are in some 
cases covered by a separate ap- 
propriation. 


Press 100 Per Cent. 


The general picture is, however, 
supported by a further analysis 
of returns from 110 advertisers 
that shows how many of these 
propose to use each of the prin- 
cipal media. These are the results, 
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compared with those in respect 
of I11 advertisers a year ago: 


1951-52 1950-51 
= 109 


From this it can be taken that 
the Press has more than main- 
tained its popularity, and that 
direct mail is more than holding 
its own. 

A further analysis arising from 


the Survey breaks down the Press 
expenditure of 50 consumer 
goods advertisers. (Table 1, 
page 506.) This shows that 
72 per cent goes to the Press 
and 28 per cent to other media, 
thus confirming broadly the result 
of the analysis of 96 appropria- 
tions given above, showing the 
Press proportion as 71-5 per cent. 
A year ago a similar analysis of 
purely consumer advertising 
showed 65 per cent to the Press 
and 35 per cent to other media. 


The comparison probably re- 
flects the higher cost of Press 
space, and the larger sums being 
allocated to the mass circulation 
magazines, which have greatly 
increased their lead. 

The Press expenditure break- 
down (percentages of total appro- 


priation) is as follows; last year’s 
figures are also being given: 
1951-52 1950-51 
345 22-5 


17 
5-5 


Reasons given by advertisers 
for proposed media changes re- 
inforce the figures, especially 
those showing that more will be 
spent in national magazines. In 


The 


Municipal 


THE BUILDING RESEARCH CONGRESS, 1951 


Full editorial coverage will be given to this 


Congress during the next three months by 


THE MUNICIPAL JOURNAL & PUBLIC WORKS ENGINEER 


These reports will include every fact aud 


development relating to materials, con- 


struction and design of interest in the 


fields of public works, civil engineering and 


local government building. 


Journal 


Ltd., 
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BUYING COMES EASY WHEN THE 
ILLUSTRATED LONDON NEWS 
HAS DONE THE SILENT SELLING 


If a campaign is to influence public opinion towards 
the aims and achievements of a great Industrial 
concern there is no British publication to surpass 
The ILLUSTRATED LONDON NEWS. 


On a cost and coverage basis The ILLUSTRATED 
LONDON NEWS justifies a high position on 
your media list, for the reason that, apart from 
the cost, you acquire home and world-wide prestige 
which cannot be assessed in terms of money. 


Your campaign will be stronger and more effective 
if you nominate the use of The ILLUSTRATED 
LONDON NEWS. Your announcements 
would keep uncommonly good company with 
advertisers whose products are known in every 
civilised country in the world. 


THERE IS NO SUBSTITUTE FOR THE 

ILLUSTRATED LONDON NEWS, THE 

FIRST ann GREATEST ILLUSTRATED 
NEWSPAPER IN THE WORLD 


W. J. COWAN, Advertisement Manager, Ingram House, 195-198 Strand, London, W.C.2. Tel. TEMple Bar 5444 
MANCHESTER OFFICE: 55, Market Street. Tel. Blackfriars 4109 
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ADVERTISER'S WEEKLY 


respect of the trade and technical 
Press, while the proportion has 
decreased, the volume of placing 
has risen steeply. 

One advertiser (Watches and 
Clocks) states: We are increasing 
use of magazines, owing to good 
response from this medium, also 
partly to inability to obtain fre- 
quency required in national Press. 
Another (Electrical Goods): We 
are abandoning national Press in 
favour of class periodicals that 
offer four colours on good paper. 
Good illustrations impossible in 
the dailies 

Advertisers of Pharmaceutical 
Products, Men's Wear, Children’s 
Wear, and Insurance also state 
their intention to spend more 
with magazines, the last named 
proposing to take a number of 
colour pages Another insurance 
company proposes extension of 
its advertising to magazines by 
use of inserts. A fashion house 
plans to spend less in “class” 
magazines to allow use of a 
“popular” women’s magazine. 

Other media changes proposed 
are: 

Television Relay.—-Greatly in- 
creased publicity in area to be 
covered by Holme Moss trans- 
mitter. 

Cleaners and Dyers.— Addition 
of film advertising. 

London Store.—-Dropping out 
of London suburban weeklies to 
concentrate on nationals. 
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BANKING, ETC. 
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Sanitary Towels.—Probable in- Detergents.—Less on Press, and Sundays, more in trade and 
-“ ise in trade Press. a ~ on dealer aids. technical journals. 
Paper and Paper Products.—- prietary Medicine.—More Aluminium.—Less for exhibi- 


Increased use of dealer aids and 
re 


rtists’ Materials.— More direct 
me 


Electrical Goods.—Additional 
poster, bus and tube advertising. 

ardware and Building Sup- 
plies.—Greater concentration on 
technical journals. Illustrations 
to be reduced in size owing to 
high cost of artists’ work, draw- 
ings, and printing blocks. 

Office Equipment. — Addition 
poster, bus and tube advertising. 

Toys.—Cost-sharing offer to 
retail stockists. Proportion we 
will pay will rise as retailer's own 
expenditure increases, and can 
amount to two-thirds of space 
cost, plus free blocks and ser- 
vices. No maximum. 

Rugs.—Adding direct mail. 


an" advertising owing to short- 
age of newspaper space. 


Wools.—Showing filmlet for 
first time. ; 
Footwear—Reduction in 


amount of space booked, owing 
to disproportionate rise in cost. 
Greater attention to point-of-sale 
and window display. 

Rubber Products.—More inser- 
tions in trade Press, more outdoor 
publicity, more and better dealer 
aids. 

Rubber Footwear etc.—Some 
nationals and London evenings to 
be used for first time. 

Beverages.-More concentra- 
tion on bus and van_ posters, 
which we find produce a more 
definite result locally. 

Pre-fabricated Buildin gs.— 
Probably less in national dailies 


tions and direct mail. 

Nickel Alloys.—Press advertis- 
ing to be reduced to compensate 
for increased space rates. Direct 
mail material will make less use 
of colour. 

Engineering.—Less use of tech- 
nical Press, more for print and 
films. 

Iron and Steel.—Change to 
almost 100 per cent four-colour 
ads. in trade and_ technical 
journals. Fewer insertions with 
no cut in spending. 

Insurance.—-Possible reduction 
of Press in favour of other media. 

Children’s Wear.—Bigger pro- 
gramme in nationals, provincials 
and magazines. Out of cinemas. 

Men’s Wear.—Tendency to 
step-up point of sale. Possible 


introduction of provincial Press. 


‘The West London Observer 


UP TO THE MINUTE SPORTS NEWS 


SPECIALISED INFORMATION AND CRITICISM ON THE THEATRE 
AND CONCERT PLATFORM 


Our readers expect authoritative news 


and views regarding their leisure activi- 


ties; they are never disappointed. Their 
tastes are as varied as their incomes, but 


their loyalty to their home newspaper is 


unquestionable. 


ABC SALES 


Jan. — June 


16 QUEEN CAROLINE STREET, HAMMERSMITH BROADWAY, W.6 


24,656 


COPIES WEEKLY (AVERAGE) 


TEL: RIVERSIDE 1451 


ee = oe test a 7 ae = * ais i fae +> aaa a — a ress S| * Ot ll "+o Cows : ae ew ik - 
wh OF. RRR I an 
. i  — a 
i ] 
i re LDL a Fi 
es 
7 ag 
i 
fe 4 
i: 
¥ ‘ bi n ; "] 
i 3 Ae eee ee eee a oes : 
: 7 lo a 
= = &) : P ‘om 
, D - eti~ Wrgey - 
4 Ap aaa ~ . 
a f aa ay = (fi) — | 
‘3 Be \z weer — B 
ca | : bal: t¥ Fa | =s77- : = ; 
ae ; SS on A il . 
. : Ps 4 (= IN wah I th Axx 
“i oe = b : - ~ahe al 4 \ 4 ets ace ; 
i : ‘ LEX = ZN Lap Y te ‘ihe? - : 
ss | i SPA AQ Salih TR ii) = st KR ; 
2 5 ; A. Ms P 
7 i < 
iar tug, 
tae A . 
ee ee 
| SN Oe ee 
. . : ae ~ “ee 3 : 
ei! ao Oe id " 7] . 
ie ers A Ae 
wane * a ~r 
ai << ae - 
i | 
ee es " 
- : 
: , oS oy —. Se: 
a —s L, Ee a q ie 


SEPTEMBER 20, 195] 


Sil 


INVESTORS? 
CHRONICLE 


Esrastisuro 1860 Axp Mowry Manger Review Reop. at G.P.O. as 4 Newsraree 


Britain’s Leading Financial and Investment Weekly 


Its large staff of experts comments yearly upon the accounts 
and progress of several thousand public companies, upon 
new capital issues and placings, upon developments in 
industry, banking, insurance, plantations, mining, oil 
and, in short, upon every aspect of investment affairs. 


THEREIS EVERYTHING FOR THEINVESTOR 
in the 
INVESTORS’ CHRONICLE 


- For the Advertiser, here is a readership and an influence which 


for financial advertising in all its forms, is im aluable 


For Display Advertising it is an essential for Autumn Schedules 


because it reaches men who count. 
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Another great 
ACHIEVEMENT ¥ 


ILLUSTRATED has taken the lead with new ideas and new 
standards in pictorial journalism. Next week, we publish 


another great and timely feature—a preview Souvenir Issue 


of the Royal Tour of Canada. To achieve it, our photo- 
graphers have travelled in advance, along the 15,000 miles 
of the Royal couple’s tour. Following this Souvenir issue 
ILLUSTRATED begins another series of great national inter- 
est. Watch ILLUSTRATED and make sure now that its tremen- 
dous selling power is harnessed to your future campaigns. 


ee ILLUSTRATED 


MEMBER A.B.C. 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98 LONG ACRE, LONDON, W.C.2. ALL-ROUND VALUE 


‘ . Ria 
Re, <2? 


PF Tes ¥ . 
os Le eS 


— — i iN 
' ——— 
i Rie 
oe) 
5 ea 
: ae 
; " 
“! 
% 
if 
is 
oe 
the 
Nee 
ti 
a; 
4} r i 
a ie 2 rae 
“6 , ¥ 
t 
q 4 a " * 
’ q ih 
ql ; : 
i q ee 
aa q tig 
t f 
ee 
| 8 ow 
Gg < 
iy a 
: q ry 
, Sy. 
ar 
. 2 
ae ; \ 
. | 
ad 2 
i - BS Te 
1 4 ; 
: ; 
q 
oe q aaa 
ers a os 8 
og - 
— 
4 _ ee 
, ef 
My. : 
' ks ‘ Wen ec : 
‘] | : ‘4 
ee | 
a d : i 
-) * 
w7 
. 
‘ 
. ° sdf 
— De cea Ee 
= as is 4 
Tey : io PTE ey i 
: aoe ; et he See A ame 
ee ae ee. io ees ee. TNR 


RA STRAIGHT LINE 


doe > + 2 — _. ae 
2 Ad ee) —— ae » eee a ae — SS’ a2. Le 
per + 1.6. “ ea 3 Pigs. ane “a ay rae ee art, “a ae iy: ae 
Phy ‘at RS eee rea » 4 fae eee ad a pie a ae al 
oe one * ; - a a ie Vis . — +s are ; Bh ; 
oo : : a eae en d ae bare y y a" 
ana 2 q ae Sey a@ Ea ‘ a Se a i 
Pits —S le : he ne ae ‘ 7 Serge 
4 7 . a i 5 p 7 Se cee Fo ew" ie f bat ee i - 
Pa : Ser, Seen ot See oe : , \ tea 
~ a ae Ss ae ‘ i Sie i 
eae # , > ee? eae # a 
ap Sie Gg - .° “+s ..- = a ~ _ Se ae 
get ee re ere ae ee 2 e By Bs a ee ; 
es eae) e . 4 Se eae ames. é “ on it aaa > 
pepe # ee. ee: eae j nn ABE. Hi ek, a ee 
at ei a ale sc) Le i. ail oe 4, oe Se ee, oe oa 
Sere Je Ope gcthae a S y 5s. a MS eee ee 
cal hg i Simms emi aa nee 2 {ieee 
\e gi = ‘ sip. 5 - Cia es. $ —, te tg es: e+ - “shi ea 
f side are Per gst eens E eV ake os ee <3 Bp es! 8 fy 
Po Ss » big, Sas ae = aa F . ae 5. ei es | _" a j a 
ee Z + Fe i. ce A a fer Ng j i ene By 
ir Bs: ie Ce ER 5 d ‘i a Ree, > ets 
bil, ; & of tinge a ck, cE : ss a5 a ea 
SS eS a | oe she agian, ges en act % 2 ce ‘ i os 5 : q 3 Rees r 
ts poe ei: eee a. Shor ie 0 rl 5 tee - 2 4 Eo) ie 7 
ee a oa ye 3 ie ae Bi ok Rayan as es ¢ } i ae i —_ ‘ 6 ie 
Eee Se le ee GS ggg es eee €3 ie oo =e rs , .4 Gist om i oe 
ee . O DORM Oe eee Te re a we 3 eel i are, Birt 
pe a ie Sh A oe ce = oe ah 
ee ee i ae Avy mae ae zy” 
a 2 er ae ak ee Pe arene. * _ a ae Be GS oe a 
rae : Bae Bes : OE ee ee ore hy is § Raa See 
AMEE £2 Pe net Pep re 2 . — bees” <n ve 
bh ahs e ee a Ca 3. * eo > is — 2 ae .. 
boi fs: EE ee eee ec: ‘ ’ ee Soe i Ee 
i Bc 0 le aa a ake a 4 aa ; j et ee ee 
xh Bie ¥ Pia Be, iti. : ai = j ees ae 
ee ee Ae ie tees P  «: ae Se 
é 4 So eines ta z Page: soe ae r-? 4 oe ae 
ame: ; ee ae : Fess. ES a ’ ee 
ane. i Be ae ‘ eae SS mele, > aes 
5) Be os iy Sirs ae et *s Spt T 
Sax a ee pe | _— et 7 5 —— Ee 
: ; ee ee ee —— os a : 5 
Bg j Soe ae a aie. toe 
—_. f me pte eenee. ; a |” Pe Ais I at ae se, 
& } ee 2 ‘ ee a. I ei ei) 
" a : ae ae a. : US Cia Fae 
* Fi ee te 5 Tgp Bist i, + os a Pee i Ut a we a 
— 3 Ee ee bi 36 eee a te 4 0 
hee. © ; ioe ee ; see —_  —_— "i ne 
Ree H a es sea Sea ti: Rs og ba : rae fa Rie: gh 
ore Be se ty et st i ne ae 
ae i m oo ae Bee igs ee a ee ae ae 
a f ee. ee 2 eae ee > 7 ee ee ae , a 
oa) : Sige te os i “aa i 
aes. ; OP Tae eae ie oe Bi ‘aie Ee BY 
~e ; io i On eee i ae ee 3 ie ‘py 
a ee ee a Se eee ae 3 pe >. ae 
Me — “ae Se ! Sah 7 ae 
ee é oy Ys 2 eae a hae J oa ae i ee 
te 2 9 eaaleea soa : a Fre i geet 
Ee ee = 5 a \* rg pies ied ie 
1 ae. ee ie ce a 4 — a wala ae he? 
2 : ar E . "tet $3 a a ae ee : * . “a ; ; 
a J og é ac Sm 2 3 a sae i. wa -* 
F Sats — ees oe, ig, 4 Bi on ee 5 Me 7 aa 
ye —— eee a ge ah ele ae Aa De 
1g ; ges Ste Ce Br Ba ri 3 Tees Bh a ae 
ees F ae soars ee a ee i eee a ee 4 a: ate ia = 
Aen a Oe eee ae a ’ me ‘oe id’ Fg 
4 é 3 Be et a ao, : a fin ee es . * es mat as. i bi 
Pag ‘ a Be RR ae | a bi oe os ob ie 
ae, !_ # Ss oe ge a i  : ime, | ae 
i ‘ 4 E Be ae eS ie es ee am ol an 
be é a aie Boe go' Rea Baie E ssi 7 3 fi oe a oe 
Bae J bs Re i tie a I 
od ste 3 ane TE ig ei ora . — ft as 
ical -. . ae . 2 — fg 
eee Bee : ee eo ae iio — wee 4° 
: ee Bees ices sel # ‘ ee + i 
ay f Be a as Pee eee a ere ase : ae ‘it F 
en ee) gee a ee as Mae eo Fes Be inte as er 
aes ; aa be d a ee ie a ithe ema 3 
RS é ee Bc ee pea be ee a : : 
Li — ee Se ieee om 7 » ioe 
fa , . ; ae eee ems 
AY epee Cal a ARR sss es esi 4 
ee X —— CST 5 eal i ie ie a 
be-all “4 . 1 a So Tipe: MMR ee 
j 2 as Teg ek aa se, - aa 
wit i Re ae ~ rr ' Bae . Beis 
oe [re kee i ie oe es | 
eer ee i ee ee els 
eke Ve ee bees Pe Pe Serr. eae -. ie ee 
Se aa ke ee Ey | Peas 
; Tio aes, pan alae Bene BE i, eae a ets 
te 4 Bes. eee ae ae Bs i ae Bic cera Ee # i Dee Se 
in ae BES oes oe ee / . ia 
o— é Bierce amen ee tis s eae s ‘ gt aire $ ¢ Ou 
‘ Bia ee i ee eres oe a 
5 em ie Be fees ee Ee Bs ‘ae 
a8 EC a fis ae) $ ‘ y ie. p a eee 
ne : Agee @ ee & ee. a : ‘ : “ a 
alee Ts asi pig si hee f ee J 
ase ‘ iis Se. ee En ae + Sy Bifs” 
a. Be go a & Be Ba” a Berrie “ i f 
rae , ee see ssc x —" ae bie 9 | 
ae Se: i gee ite “4 se Si, - ; : ot 
may ‘ Es ee cae See gaa & ide a ee 4 a a - 
ee a ee Ps Beer ee ; . i 3 _ 
REY ; oe 3 aes Mame, See : F ae By: © ca - / 
x § Se pa Ba BOs a sie ae ee Ss Rs z a ty 
0 <a eae aaa eee ng - w Fe ae oe : 
Bee ee Beep og ok é ee | 
i me a aes ete ie bc Ree Me ee fe PRE Sia ‘ z =. 3 
ne : 3 ga eae eg bas ee Ey i si o sti Ey 
eat Roa ie = eeeeneteas Ese be BS ee iis Pipe * sie Teta a aa . g * < 
ies, Bie <a ee gee ; Be ee a LS Me oa ee ee 
pe oe ss fe eae ae ee rape ee ape Bs . i: 
Nps F ee ss ee ates ss oe ee a ae sae 
ae ee. Fe 8 peer sah o Oe ea Fae gs Y 
oe I pe ee ee : 
a #3 Bs oe eS saab ce ee : ee eee fd P 
Hames RA OA ie ete Rca ES IB Be ES Ge Oe Ce Oe Le ea aaa 5 ’ 
aad = Sinan IPS SR ee eee Ap eS Pe z : 
=| co SOR ee ee <a Ss AT sae as ge <a pe a r 
Siratar? Og ck eM OE Ce ee te ee ba 
ee me Pee > Ci et wo" 
: ee Rg i Hoe 
oer ee ge F8 , isd 
nee 2S ee ee SO 4 ees : ec 
eh. Bene. eee a lO ; A es as 
sit eae ee ee ae ‘ Cee 6 RE Pree 
Elie a RR Kos a Be to GO illat aaa Far 
at ee Bie ee gee Dee aes A m wal 
ere BS Ste, Se a ec ae Pes NG Sir tel s ce a i ie ee 
ee eS ee : : ih 
mes Bie <a Se oo eee EE sae ae aoe : j os eee 
io ee sigart . aia ie “Gc aan tie eam fg i a 
P: ef aaa? ee PRES 5S Da ae ee 
; ai «Ties Re tes 7g » fe. , 
p } : ies SS BE pe és , 
he x F Bea Re oe. as a Pee 
wy ae ee i ie. * 
et ios ee: GE Oe 
i | SES b Dt Co ae sal 
A ie Ek pie ee g. ee ee 
Sa Sy gome ee eho ie ee a 
—— —— lO 
alee onal " — re as 
| ek ee. oa Me ee oe a 
; oe a ee v a MM egies Bis 


ADVERTISER'S WEEKLY 


DURHAM 


@ The Durham coalfield is one 
of the biggest coalmining 
areas in the country. There 
are 118,988 miners all enjoy- 
ing better pay and better 
conditions here in this revo- 
lutionised industry. 


@ The population of County 
Durham is one of the most 
concentrated in the world. 
The DURHAM COUNTY 
ADVERTISER Series covers 
1,417,455 men and women— 
potential buyers for your 
product ! 


@ There are two new towns 
being built in the county: 
Peterlee and Newton Ay- 
cliffe. Much is expected of 
these building experiments 
in this highly industrialised 
area. One thing is certain: 
there will be a new market— 


for your goods ! 


there are 4,260 students 
These young men and women 
will leave the University to 
take over important jobs in 
the higher-income groups 
Here is potential spending 


@ At the University of Durham, 
power. 
| 


If you want to sell your goods to Durham County— 


Advertise in 


DURHAM COUNTY 
ADVERTISER SERIES 


(NET SALE 57,738 ABC) 


ERNEST LUMSDON : London Advert 
WESTMINSTER PRESS PROVINCIAL 


167-170 FLEET STREET, LONDON, £ « 


Leeds Office 
RUSSELL CHAMBERS, MERRION STREET, 
LEEDS 2. Tel: LEEDS 24998. 


NEWSPAPERS LTD. 


TEL: CENTRAL 3265. 


MIDLAND BANK HOUSE, 26, CROSS STREET, 
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SURVEY OF APPROPRIATIONS 


S a year ago, the Survey 

shows that there is a greater 
tendency to spend more than 
to spend less on export adver- 
tising, though this is not very 
marked. There are no signs 
yet that the renewed insistence 
on the importance of exports, 
especially to dollar countries, 
will lead to a boom in adver- 
tising of British products over- 
seas. 

The Survey, however, cannot 
give a complete picture, as many 
advertisers leave their overseas 
sales promotion to associated 
companies or agents, and the rele- 
vant expenditure is not accounted 
for on their returns. In other 


The Editor of ADVERTISER’S 
WEEKLY wishes to thank all 


managers who, by completing 
the questionnaire, have made 
it possible to carry out this 
zg. Survey of Appropriations. 


cases export is the subject of a 
separate appropriation, also not 
shown. 

Of the 118 advertisers from 
whom information was obtained, 
64 stated that they advertised 
overseas. Of these, 47 said they 
planned no change in their pro- 
portionate home and overseas 
spending, 11 that they were in- 
creasing the proportion allocated 
for export, 6 that they were 
reducing it. 

Last year, of a total of 76 ad- 
vertisers, 54 said there would be 
no change, 14 that they would 
spend more proportionately on 
as 8 that they would spend 
ess. 

The average export allocation 
increase is 13-5 per cent. Nine 
out of the 11 spending more on 
export are increasing their total 
appropriations. 

Increases are proposed by ad- 
vertisers in the following product 
groups: Dyestuffs and Chemicals, 
Plastics, Engineering, Nylons, 
Liqueurs, Soft Drinks Sanitary 
Towels, Footwear, Cars, Radio 
Components, Polishes. 

In addition, more may be spent 
overseas by some advertisers who 
have increased their’ appropria- 
tions, but will allocate teehome 
and export in the same proportion 
as last year. 

A plastics firm will advertise in 
a wider range of export journals. 
The nylon firm has increased its 
appropriation to give greater ex- 
Port coverage. A clothing manu- 
facturer may spend more to ex- 


MANCHESTER 2. Tel: BLACKFRIARS 3930. 


pand USS. sales. A firm of engin- 
eers has a higher appropriation, 


advertisers and advertising | 


SEPTEMBER 20, 1951 


More For Export But No 
Indication of Boom 


part of which will cover addi- 
tional advertising to assist sales 
promotion in Australia, Belgium 
and U.S.A. 

Makers of a_ well-known 
liqueur have decided to spend a 
much larger sum than hitherto 
to develop U.S. trade. Their U.S. 
advertising is on a “per case” 
basis, and sales have risen so 
greatly that advertising shows a 
corresponding increase. 

Advertisers who will spend less 
overseas and a higher proportion 
in the home market are in these 
product groups: Cosmetics. 
Cookers and Stoves, Clothing, 
Wools, Prefabricated Buildings. 

The firm in the last-named 
category states that it has recently 
stopped export advertising be- 
cause of shortage of suitable 
materials, but would resume if 
the position improved. 

Returns from 51 ‘advertisers 
show that about 67 per cent of 
export advertising expenditure 
goes to the Press, direct mail 
being second with over 17 per 
cent. The remainder js accounted 
for by dealer aids, exhibitions, 
outdoor advertising, production 
of sales literature, etc. 


@ continued from page 506 


BIGGER AD. 
BUDGETS 


gineering, the other in the paint 
group, give restricted output 
owing to shortage of materials, 
Two, one in the insurance field, 
the other in that of cosmetics, give 
the increased cost of newspaper 
advertising. Both say expenditure 
may be diverted to other media, 
the cosmetics advertiser giving as 
the alternatives chosen window 
display, posters and underground 
cards. 

There is still a marked revolt 
against the level of Press rates. 
One advertiser, in the footwear 
group, writes: “As space costs 
rise so the number of insertions 
will be cut and if necessary media 
abandoned as the value is not 
increasing proportionately.” 
Another says that in his opinion 
“national and other publications 
should do all possible to reduce 
their rates and so encourage mail 
order concerns to use the Press 
even more than they do to-day.” 

It will be noted that while 
materials shortages hamper cer- 
tain classes of advertiser (a firm 
making horticultural implements 
writes that the cost and shortage 
of materials, mainly steel and 
other metals, is likely to involve 
substantial restriction), advertisers 
in the confectionery and soft 
drinks trades, and one manufac- 
turing rubber products, expect 
present shortages to be eased. 
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There are large farmers-small farmers- 
pig farmers and, poultry jarmers 
off frum machinery-they read, 


There are agents, dealeth exporters, and importers: 
shippers, engineers, and goverment officials 


of farm machinery-they read, 


They may be i China, Peru, Pakistan or Chile, 
They may be in Baldock, Belfast, 
Blythe Budge or Bodelwyddan 


+» bub of they are buyers 
of frm machinery-they read 


Farm Mechanization 


TEMPLE PRESS LIMITED, BOWLING GREEN LANE, LONDON, E.C.1 TERMINUS 3636 
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and their valuable 
custom . 


will be yours. 


IT IS NOT TOO EARLY TO MAKE RESERVATIONS 
FOR THESE 1952 SPECIAL NUMBERS OF THE SKETCH 


If Price 


} 


516 


SURVEY OF APPROPRIATIONS 


SEPTEMBER 20, 1951 | 


Maintenance 
Were Banned— 


Some Ad. Spending Might Rise: 
More Likely For Trade Press 


In view of the Government's 
proposal to ban resale price 
maintenance, advertisers were 
asked what effect, if any, such a 
ban would have on their adver- 
tising plans. 

In many cases, of course, the 
question did not apply, as the 
products advertised are not price- 
maintained. But even among ad- 
vertisers who would or might be 
affected, the answer in nearly 
every instance was that no change 
in policy would result. One gets 
the impression, however, that the 
reply by one advertiser, “Not yet 
considered” represents the present 


opinion forthcoming are the fol- 
lowing: 

Trade Press would be stepped- 
up considerably. Any major 
changes would be governed by 
sales position at the time. 
(Pharmaceuticals.) 

We should encourage our 
dealers to sel] at a uniform retail 
price by continuing our policy of 
showing the price in all our ad- 
vertisements. (Pens, Pencils, etc.) 

Resale price maintenance has 
been imposed upon us as members 
of a manufacturers’ association. 
A ban would make competition 
more acute once more. Our ap- 
propriation would be progres- 


ne . - sively increased pro rata’ to 
| position. Business generally, while yolume of sales. (Rubber Pro- 
viewing the Government’s pro- ducts.) 


posals with dislike, is far from 
convinced that they will ever be 
the subject of legislation. If and 
when they are will, many feel, be 
time enough to consider any 
modifications of advertising. 


Among the few statements of 


For what the results are worth, 
the inquiry appears to support 
the general belief that abolition of 
resale price maintenance would 
not diminish the volume of adver- 
tising, but might conceivably 
increase it. 


END OF APPROPRIATIONS SURVEY 


FILMING THE LORD MAYOR 
AT FULL-DRESS DINNER 


SPRING No. March 12 
AUTUMN No. Oct. 8 


CHRISTMAS No. Mid. Nov. 


CHRISTMAS SHOPPING No. 
Nov. |9 


| The Pathé Documentary Unit was given special permission to film 
sequences in the Lord Mayor's private dining room at the Mansion 
House for a film sponsored by the City of London Corporation. 
Around the table from the extreme left: Col. Taylor, O.B.E., the City 
Marshal, Reg Cavender (lighting cameraman), John Corbett and Paul 
Wilson (assistant cameraman), Peter a sag ty al — Peter 
sinensis . — Baylis), Sheriff Percy T. Lovely, C.C., the Rt. Hon. Sir Denys Lowson, 
GEOFFREY PHILLIt S, Advertisement Manager. Lord Mayor of London, Alderman and Sheriff G. J. Cullum Welch, 
Ingram House, 195-198 Strand, London, W.C.2. TEMple Bar 5444. ang City Swordbearer W. T. Boston. A review of this film appeared 
MANCHESTER OFFICE: 55 Marke; Street. Tel.: Blackfriars 4109 | last week. 
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About 


* 
16,000 Directors of 


Public Companies read 


THE FINANCIAL TIMES 


* 
“* From a readership survey carried 
out by Research Services Ltd. this year.” 


Industrial Advertising in 


THE FINANCIAL TIMES 


reaches Top Management certainly 


SIDNEY HENSCHEL - ADVERTISEMENT MANAGER - 72 COLEMAN STREET - LONDON - BC2~- Monarch 8833 
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GORDON’S 
for 
SCREEN PRINTING 


SCENIC MURALS 
| DISPLAY UNITS 


POSTERCRAFT 


GORDONS 


GORDON’S PUBLICITY LTD 
IMPERIAL BUILDINGS 
OXFORD ROAD MANCHESTER 


PHONE: ARDWICK 2773 


CIA 
\. re OMPANIES 


on 


Use part of your 


1952 
ADVERTISEMENT ALLOCATION 


i] in the 


KENTISH EXPRESS 


and 


COVER ALL KENT and E. SUSSEX 


London Office : 
L. G. WATKINS, 143 FLEET STREET, E.C.4 
Phone: CENtral 4481 
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PACKAGING PARADE 


Corvette Launched 


mE 9 
Corvette 
ie Hoe 


44 
ad 


Painting which has been used on all labels for the Corvette line for 
men (recently introduced by Goya) was by A. G. Wilcox. Containers 
themselves were evolved at Goya’s own studio at Amersham. The 
Corvette range comprises a shav- 
ing stick, lather cream, brushless 
shaving cream, shaving lotion, 
talc, haircream and liquid and 
solid brilliantine. Agents for this 
range are Greenly’s Ltd., who re- 
cently began a teaser scheme prior 
to the main advertising campaign. 


Calvert's new Petal soap has an 
unusual two-part pack. The base 
on the right slides into the outer. 


Duse anti-B.O. chlorophyll tablets 

were launched with this card and 

pack; the latter contains a small 
bottle of the tablets. 


Cinema foyers in many parts of 
the country are enlivened by dis- 
plays of Mazda _ Cinderella 
Disneylight sets which are being 
used as a popular tie-up with the 
film “Cinderella.” Colourful 
designs by Disney artists, based 
on scenes from the film, are used 
on the pack for these festive 
lighting sets. 


Pack for the new Spontex cos- 

metic sponge was designed by 

Tom Mann of Sponce! Ltd., the 
manufacturers. 
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Picture ofa tycoon* 


reading his 
favourite paper 


. 


The Economist | SS 


*Britain’s busincss and. industrial leaders make The Economist their first choice, according to a recent survey. 


22 RYDER STREET « LONDON S.W.1 ¢« WHITEHALL 1511 * ABC NET SALE 45,658 
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Wecee? 


from Lord Beaverbrook, 
CHERKLEY, 
LEATWERMEAD, 


SURREY. 


16th March, 1951. 


Dear Mr. Kark, 


Very many thanks for the 
magazines you send m@e 


You ‘have produced most 
excellent publications and you are 
entitled to credit from the newspaper 
profession for showing the way to 
higher standards of production. 


Yours sincerely, 


Norman Kark, Esg 


COURIER 


TO-DAY 


& 


| BANDWAGON| 


1' 
a 
quantit 


through 


quality 


The Norman Kark Publications Led. 
Grand Buildings, Trafalgar Square, W.C.2 
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KEEPING THE COUNTRY POSTED 


S.SHIELOS 
NEWCASTLE ® 
& GATESHEAD 
SUNDERLAND 
HARTLEPOOL 


STOCK TON, 
DARLINGTON , 3 


SCARBOROUGH' 


@ YORK 


Le 
e EOS 


®eracrorD =—(ULL 

© eaacKsuRN 
sr 

(A euens BOLTON ® 1UDDERSFIELD 


@0L0HAM @ DONCASTER 
@ MANCHESTER & SALFORD 


Oe ® srocKponr SHEFFIELD 
@ CHESTERFIELD 


BLACKPOOL 
PRESTON 


a ned 


< 4 we e F . us 
eee 


This van is one of a fleet of 60 a F 
POTTERIES Pg e 
employed by National Solus Sites to A DERBY 
WOLVERHAMPTON LEICESTER 


@e@wasai @ 
DUDLEY ®@ @ 8/RMINGHAM 


keep your posters well and attractively 
displayed. 
A map on the scale depicted can only 


GT. YARMOUTH ' 


© coventry CAMBRIDGE 


IPSWICH 
NORTHAMPTON @ BEDFORD e 


MERTHYR @CHELTENHAM COLCHESTER. 


WORCESTER @ 


show a few of the most important towns 
served by National Solus Sites ; in fact, 


@ LUTON 
UCESTER 
SWANSEA NEWPORT pan @OxFORD = CHELMSFORD. 


CARON AY BRISTOL @ SWINDON SOUTHEND 


@ BAT Ono 
WESTON-SUPER-MARE . ~'s 
CHATHAM @ 


there are over 500 towns in England and 


Wales where National Solus Sites ‘ stand 


.“ae MARGATE | 


; ; @ BARNSTAPLE esausaum? MNCHESTER RAMSGATE 
alone,’ carrying your message to the eyes DEFORE erauvron —.., SSAUSBURY 

; ; RINGWOOD, BRIGHTON 
of the people. Wherever you advertise, EXETER — BournEemoutn “QP ORTSouTH 


WASTINGS 
sx \ > EASTBIURNE 
pines PLMOUT : es eo: ae 


National Solus Sites can give your product. 
| 


the individual publicity it deserves. 


N) ITES LIMITED 


56/60, STRAND, LONDON, W.C.2. . Telephone: TRAfalgar 4922-3-4 


DIRECTORS: T. A. ALLAM (Managing Director) S. E. CARTER + PB. W. FELTON +: R. BH. LAWSON 


Members of the Solus Outdoor Advertising Association, Ltd. 
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STUART LEWIS looks at posters-under-fire and says— 


Only Good Design Can 


Silence The Crities 


During his holiday, our contributor has pondered the various challenge problems with 
which the poster industry is faced. Although poster content must not, technically, 
be considered in assessing a site’s effect on amenities, he is sure that planning officers 
will be swayed by the posters themselves more than by the hoardings. Which, of 
course, is where agents and designers can help the outdoor advertising industry. 


ETURNING from one of 

the remoter parts of Sauthern 
England (where the only out- 
door advertising consists of a 
couple of ancient enamel signs 
attached to the general-stores- 
cum-post-office) | tried to judge 
with a clear, unjaundiced eye 
the posters currently displayed 
in London. Most of them, of 
course, [ had seen before; many 
of them did not improve on re- 
acquaintance. 


Maybe the end of a pleasant 
summer holiday is an unpropi- 
tious moment to attune oneself to 
the dullness of much contempor- 
ary poster work. It is hard indeed 
to assess the merits or demerits 
of a monumental tin of fruit salt 
when, fresh in one’s memory, is a 
carpet of sea-lavender on a 
Suffolk fore-shore. 

Yet is there any good reason 
why commercial art should not 
excite the eye and stimulate the 
mind? Is it so monstrous to sug- 
gest that posters, in the process of 
selling the most commonplace 
products, can also add life and 
even beauty to the metropolitan 
scene? Naturally enough, the 
opportunity seldom occurs to 
produce the sort of poster which 
makes art directors purr and 
preen themselves. Nevertheless 
it could be made to occur more 
often through the initiative of ad- 
vertising agents and the courage 
and common sense of clients 
Whatever the subject and content 
of a poster, the opportunity is 
always there to use design, letter- 
ing and colour in a fresh and vital 
way, ‘ s | 

Good, really creat've poster 
design has made great strides in 
several Continental countries and 
it has sold the goods. The soone1 


it steps smartly forward here, the 
sooner the critics and opponents 
of outdoor advertising will be 
silenced. It is no use striking 
blows for poster freedom unless 
a strenuous effort is made by 
advertising people to raise the 
general level of appeal and design. 


* * * 


OWEVER, in the meantime 

one has to face the facts; 
and on my way home from 
darkest Liverpool] Street, there 
they wete . . . the vast and (to 
me) unappetising bowl of cooked 
spaghetti, the toffee-crazed family 
swarming round the open tin. . 
the ginger-skinned film stars 
locked in hardly distinguishable 
attitudes of love and violence . . . 
the genteel bottle of sauce re- 
clining on a paper doyly . . . the 
merry wives of the soap-and- 
detergent world stil] bravely grin- 
ning through the August drizzle. 
. . . There, too, in happier con- 
trast, the new and cheery job for 


mustard with its clean, smiling 
plate and simple slogan “Mustard 
made the meal” .. . the Breeze 
poster with its unusual art treat- 
ment and general feeling of youth 
and verve . . . a colourful well- 
handled bus-side for Ekco—inci- 
;dentally far superior to the poster 
announcing the National Radio 
Show. . . 

There they were—new friends 
and old bores, the wags and the 
nags, the memorable and the un- 
mentionable. 


* * * 


URING this __ post-holiday 

review I noticed a few 
posters which I had not really 
noticed for years. Two of them, 
which must be among the oldest 
inhabitants of the “boards,” ad- 
vertise respectively Booth’s and 
Gordon’s gin. Both are so un- 
distinguished in design that no 
comment is desirable or possible. 
The former carries the words 
“Booth’s Dry Gin. Definitely 


One of the oldest inhabitants of the “boards” is this Booth’s poster. 
“I had not really noticed it for years,” says Stuart Lewis. 


On the credit side, the Breeze 
effort with its “general feeling of 
youth and verve.” 


Superior”; the latter claims that 
“This is the gin” and adds the 
rousing slogan “Gordon's stands 
supreme.” We all know these 
posters and others like them; we 
cannot fail to know them, But 
how many of us experience the 
faintest emotion of pleasure or 
desire on seeing them, or even 
consciously remember seeing 
them at all? Surely the perennial 
use by any advertiser of one 
design—particularly a poor one- 

is carrying repetition to quixotic 
and more or less uneconomic 
lengths, with the result that his 
poster eventually merges with 
the landscape and becomes about 
as sales-compelling as a discarded 
bus ticket. : 


* * * 


UST as hem-lines rise and fall! 
with the changing seasons, 
fashions in advertising are set, 
followed, flogged to death. and 
after a decent interval of time. 
revived again. I need hardly add 
that black backgrounds are all 
the rage this year. It is not easy 
to say who started the vogue, but 
it certainly appeared as early as 
May in the excellent and now- 
familiar Smarties poster. No 
doubt a contributory factor has 
been the rapid development of 
Day-glo, whose colours glow 
more vividly on darker back- 
grounds and best of all on black. 
The fact remains that black is 
“in”; and as a result a new and 
noteworthy simplicity has been 
achieved, whether accidentally or 
not, by many advertisers. On the 
backs and fronts of London buses, 
Heinz Pickles, Outspan Oranges, 
Otard Brandy, Regent Petrol and 
Nivea Cream provide examples of 
the general trend. On the hoard- 
ings, too, there are good clean 


(continued at foot of page 525) 
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ADVERTISER'S WEEKLY 


with a population of nearly 3 millions 


is DAVID ALLEN country 


*. 
: 4 
ARBRE PT wy Ss. 
rT we aod 


Dublin (506,635), Cork (75,361), Lamerick (42,987), Waterford (28,332,) Dundalk (18,546), Drogheda (15,709), 
— these six main centres of population and 32 other towns and districts throughout the country are afforded 
complete coverage by the David Allen Poster Service. Backed by the renowned ‘second to none’ maintenance 
service, David Allen sites offer perfect presentation of your sales message to the buying public. 


All enquiries to Head Office: 


DAVID ALLEN & SONS LTD. 


7 Buckingham Palace Gardens, London, S.W.1 Telephone: Sloane 0711 Telegrams: Advancement, Sowest, London 
AREA OFFICE: 
40 Pearse Street, Dublin. Telephone : Dublin 73453. Telegrams : Dallen, Dublin. 
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Advertising Goes To The Blackpool Lights 
And Takes Piccadilly Circus Along 


Fre the first time, advertising 
has been embodied in the 
illuminations at Blackpool. 
Dominant Sites Ltd. have been 
given exclusive rights by Black- 
pool Corporation to arrange 
these special illuminated facili- 
ties, and their work this year has 
elicited much comment. 


Outstanding was this display 
for the Hope and Anchor 
Brewery Jubilee Stout which is 
claimed to be one of the most 
ambitious illuminated and ani- 
mated presentations ever at- 
tempted. It is approximately 270 
feet long, 20 feet high, and con- 
sists of an adaptation of the age 
old nursery rhyme “Old King 
Cole.” 

The illumination is carried out 
with over 6,000 lamps, and four 
miles of wire; flashing sequences 
are an added attraction. 

Dominant Sites themselves 
were responsible—with Outdoor 
Publicity Ltd. who act for Hope 
& Anchor Breweries—for design, 
planning and construction. 

Another prominent feature is a 
complete replica of London's 
Piccadilly Circus, resplendent 
with Eros and its  Bovril, 
Guinness, Schweppes, Cope’s, 
Ever Ready and Double Diamond 
illuminated signs, as well as a new 


advertisement for Associated 
British Cinemis with a running 
border, a neon name device, and 
flashing streamers picking out in 
lights the names of the towns in 
the north where A.B.C. are repre- 
sented. 

The whole job was designed 
and built in London, and trans- 
ported to Blackpool by lorry. It 
is lamped with 8,000 15-watt 
S.E.S. pigmy lamps; five miles of 
wire have been used. It also in- 
corporates numerous flashers and 
other gear to make the advertise- 
ments function in the same way 
as do their London forbearers. 
Moreover, the display is mobile 
and can be used again. 

Some of the firms which took 


They took the lights of Piccadilly to Blackpool for a 


This is a - 270 ft. 

long. The photograph 

was so wide we had to 

cut it into two parts. 

For continuation, see 
below. 


part in the planning and erection 


of these striking spectacles were: + 


Harris the Sign King, Strand 
Electric & Engineering Co., Ltd., 


Norstel Scaffolding Ltd. and 
Portland Studios. L. A. Millo, 
Production director, Dominant 
Sites Ltd., directed the operation. 


STUART LEWIS LOOKS AT POSTERS 
(continued from page 523) 


jobs for Persil, Players and Oxo 
—all with plain black back- 
grounds. 

What are the conclusions to be 
drawn from a study of these 
posters?” First of all that, quite 
apart from the proven virtues of 
Day-gio, black is a handy back- 
ground for almost any pleasing 
colour-combination; it not only 
brings the colours to life but helps 
to hold the design together too— 
however good, bad or indifferent 
it may be. Second, and far more 
important, is the fact that if 
everyone employs this most effec- 
tive gag, the gag will rapidly be- 
come stale and corny. Indeed the 
time may come, quite soon, when 
the one background to avoid is 
black. 


* * * 


S. to my recent comments 
* on the  serious-minded, 


near-academic tendency of 
London Transport posters. Since 
then a new one has appeared 
which illustrates “London's 
Flowers.” This is a purely impres- 
sionistic piece of decoration. It 
may be above the heads of many 
Londoners, but it will certainly 
be seen with pleasure and grati- 
tude by others. At times, one 
realises, it is mecessary for 
London Transport to instruct 
and direct their passengers; now 
and then they can afford to offer 
visual entertainment for its own 
sake, If they do not succeed in 
entertaining all the people all the 
time, no-one should complain. 
For no enterprising public body 
—and for that matter no enter- 
prising advertiser—has yet 
evolved a drill for dodging all the 
brickbats. The risk is occupa- 
tional; the wounds, more o' 
than not, are honourable. 
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so sorry, Sir 


—it wasn’t 


meant for you 


We were aiming at that chap who keeps saying you can’t measure the results of a poster campaign. Admittedly, its 
long-term advantages are immeasurable, but in the Mills & Rockleys Region we have several compact poster-proving 


grounds at the services of advertisers and their agents. In these, public and retailer reactions to product, pack and sales 
. . . . . . 
appeal can be measured in terms of turnover and compared—before producing a nation-wide campaign, predestined to 


success. In the Mills & Rockleys Region, you will find a new and distinguished type of poster presentation. Moreover, 


our selection of test areas will enable you to establish, for a small 


| 
sum, the merits of different designs and the truth of our assertions, The MILLS & ROGKLEYS REGION 


MILLS&ROCKLEYS 


Planned Poster Advertising 


Cheltenham 
Coventry 
Derby 
Doncaster 
Gloucester 


Mansfield 
Northampton 
Norwich 
Nottingham 


Torquay 
Worcester 


DID YOU KNOW? 


You can reach nearly Kee y —— eee ag 

; , poster advertising in t ills ockleys Region, 

MILLS & ROCKLEYS LTD:, 21, QUEEN'S ROAD, COVENTRY hich sso iad ipewich to Evesham, fross 
Pontefract to Paignton. 
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Poster Medium Is Difficult 


‘Normal Research Techniques 


By TOM CAUTER, 


Managing Director, British Market Research Bureau. 


has been put to attempting 

an assessment of posters, 
but the resulting techniques 
have, on the whole, been 
disappointing. , 

The problem of research in 
the poster medium is posed by 
the characteristics of the medium 
itself. 

Primarily, every poster site and 
poster position is an individual 
geographical location, and has 
peculiarities of its own. In this 
country, at least, little informa- 
tion is available to the advertiser 
on the average sites he can pur- 
chase, and he must depend on his 
agent to select sites individually. 
My analysis of a large number 
of placings in the Greater London 
area has revealed considerable 
differences in the geographical 
spread of different campaigns. 

The poster, once it is up, differs 
from most other media in that it 
requires no active co-operation 
from the public. To see advertis- 
ing in the Press, in periodicals, in 
films or on the radio the public 
have to take certain active steps. 
They can thus take avoiding 
action, even if they rarely do so. 
With posters, the element of par- 
ticipation is missing and they 
depend upon their appearance 
and the siting to attract the 
attention and interest of the 
passer-by. 


+ ONSIDERABLE thought 


Fixed Position, 
And Long Runs 


Again by its fixed geographical 
position, and because of the 
almost universal practice of a long 
run of the same design, a very 


high rate of repetition of impact 
can be made on individuals. 

What are the more important 
techniques which have been used 
to assist someone trying to put 
over a message or story to the 
public by means of the poster 
medium? 


Do People 
See Your Poster ? 


Firstly, there are traffic counts. 
A sample of sites can be taken at 
random in an area and the num- 
ber of men and women walking 
and riding past each site can be 
counted. There is no need to 
count at all times of the day. A 
random set of checking times can 
be used, enabling the number of 
locations to be stepped up. The 
resulting figures tel] nothing of 
the impact of any individual 
poster. But on occasion this 
method can be used to give an 
index of the likely relative valuc 
of important sites, or of a show- 
ing compared with those of a 
competitive product. This method 
has one virtue in that the results 
it produces are not ambiguous, 
and everyone can readily appreci- 
ate their limitations. 

In some cases, where for ex- 
ample no other medium except 
posters is being used for a new 
product, a simple awareness check 
will, if repeated at intervals, enable 
a curve to be plotted showing the 
speed with which the public 
becomes aware of the product 
and its characteristics. This, com- 
bined with other research, can be 
very helpful in judging when to 
change the formula of the cam- 
paign. 

Then there is the whole range 
of tests which have been tried 


which attempt to measure the ex- 
tent to which a particular poster 
is remembered. 

The individual can be asked to 
name any posters remembered, 
then perhaps prompted in some 
degree, and then be required to 
“prove” the statement by giving 
an adequate description. Many 
complex forms of this test have 
been tried, and while sometimes 
they appear interesting the 
chances are that they do not give 
decisive information. They may 
even be misleading. 

Sometimes a miniature repro- 
duction of several posters is taken 
round and the person interviewed 
is asked to state whether any one 
or more has been seen. 

Various forms of filter are used 
to reject people who may in fact 
not have seen a particular poster, 
even though they say they have 
seen it. The most famous of these 
is that devised in America and 
used in Continuing Study of 
Transportation Advertising. This 
has not been universally accepted 
as valid and is particularly likely 
to be misleading with established 
products whose posters may bear 
relation to past advertising. 


Pre-Testing 
A Design 


Sometimes a “masked” repro- 
duction is used where all clues to 
the product or sponsor are fre- 
moved and the individual is re- 
quired to fill in the missing name 
in order to “prove” his or her 
Statement. 

Various methods of pre-testing 
a design have been experimented 
with, for testing visibility, colour 
acceptance or comprehensibility 
or an overall acceptance. The 
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Assess By 


Tom Cauter, 


main difficulty with these pre-tests 
is that it is not easy to get a range 
of difference in the resulting 
figures, and that whatever the 
result a good deal of subjective 
judgment is required in assessing 
the probable worth of the 
answers. 


Difficulties Of 
The Researcher 


The techniques described are 
not exhaustive, nor have I set 
them out in any detail: They are 
typical of the sort of testing which 
is being used. 


Some of the factors which 
make research into the poster 
medium so difficult are these : 

The same design, or virtually 
the same design, may be used in 
other media. Thus the person 
interviewed may be conscious of 
the subject of research, but from 
the wrong source. 

The poster in general colours 
or layout may be reminiscent of 
a past or present poster for some 
other product or cause. 

The memory of many inter- 
viewees is not good, and in any 
case there are many people who 
are not interested in the recall of 
posters seen. They believe much 


@ Continued on page 530 
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spon oOOOtany, 
PELL ie 
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Fine quality Silk Screen 
printing. 
Point of sale Display 
made by craftsmen. 
Stove Enamel Signs 
for home and export. 


G.A.SHANKLAND.UD. 


Grafton Works, N.W.5. 
S28 ts ae 6. 
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MUTDOOR ADVERTISING 


London's Largest Railway Site 
For ‘Financial Times’ 


PEARHEAD of the new 
poster campaign for the 


| Financial Times is the site on 


London Bridge (illustrated below) 


| which is claimed to be the largest 


| created by 


railway poster site in London. 

A symbolic figure has been 
Abram Games and 
several replicas are fitted to the 
side of the Bridge. 


The same figure—a_ stylised 


Financial Times in semi-human 


form—is also the central motif 
of a poster for the paper now 


| appearing on hoardings through- 


i 


S$ 9 $} 


Part of the London Bridge site. 
The end of the words “The 
Financial Times” can just be seen. 
At the other end of the site are 
another three of the symbols. 


en whe wean business 


THE FINANCIAL’ TIMES 


The stylised “Financial Times.” 

equipped with brief case, umbrella 

and a pair of shoes, is used on 

posters as well as on the London 
Bridge site. 


out the country. 
illustrated above. 


Advertising agents charged with 
the planning of this campaign are 
A. N. Holden & Co., Ltd 

Games has previously designed 
a tube card for another news- 
paper, the Daily Telegraph. This 
design had elicited much favour- 
able comment. 


This poster 1s 


BIRO JOIN THE RANKS 


Advertiser that has gone in for outdoor advertising in a ay way for 
the first time—although there have been bus sides and tube cards—is 
the Miles-Martin Pen Co., Ltd., who make and market Biro ball-point 
pens. Given a substantially increased appropriation, John Simmonds, 
advertising manager, and C. J. Lytle Ltd., the agents, decided the most 


important thing was to keep the Biro 
stantly and in the simplest possible way. 


name before the public con- 
The Press campaign mean- 


while continues undiminished. Poster coverage, already heavy in 
Central London, is gradually being extended to cover the whole 
country. 


WITH THE 
WORLD-WIDE 
SERVICE 
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Discriminating 
space-buyers 
specify B.E.T. 


for outdoor advertising 


2, 
£:T | 
‘Ne 


advertising 


The Advertising Department 
THE B.E.T. FEDERATION LTD. 
88 Kingsway, London, W.C.2. Telephone: Holborn 7888 
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USERS OF 
POSTERS 


are in good company 


—the company of 


some of the most successful firms in the 


country. 


The Principals of these firms 


would not spend money on any form of 


advertising that was not profitable. We 


should be happy to show anyone how 


posters could be used effectively and 


economically. 


eldons Itd 


Established 1840 


SHELDON HOUSE, QUEEN STREET, LEEDS | 


MANCHESTER BIL 


29, BOOTLE STREET - DEANSGATE - 


LPOSTING CO. L7? 


MANCHESTER 2 


Day in — Day 
Our Sites 


Inform Your Public 


Out 


PADDINGTON 0166/7 


HENDON BILLPOSTING COMPANY 


37 SPRING STREET, W.2 
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OUTDOOR ADVERTISING 


POSTER RESEARCH— Continued from page 527 


of the true effect of all forms of 
advertising lies in a subconscious 
effect. ie 

Many people are too inarticu- 
late to give an adequate account 
of their memory, even though in 
truth they may recollect a poster 
correctly. 

There is also the cumulative 
effect of either the same poster 
over a period, or of past showings 
of variants on the same theme. 

Confusion often arises from 
partial recollection, which when 
the memory is forced to become 
articulate results in statements 
which become very difficult to 
analyse. 

Many of these problems are of 
course present in the evaluation 
of other media, but with posters 
the problem is not an average 
one: it is always an individual 
one for each advertiser to con- 
sider for his own product or 
cause. 

Again it is not possible to 
divorce the use of the medium 
from the poster design that is to 
be used. Any poster test designed 
to show that posters are a suit- 
able medium must to some extent 
succeed or fail not on the medium 


alone but on the use to which the 
medium is put. 

While most of the research 
methods I have alluded to are of 
some use in certain circumstances, 
it may be better to go straight in 
and test what the client really 
usually most wants to know: 
Will the cost of posting a given 
design in a given way produce an 
effect which will be sufficiently 
sales effective, whether it be in 
making sales or in implementing 
social action or changing opinion? 

The measuring of sales result- 
ing from a given poster showing 
can in reasonably favourable cir- 
cumstances be measured. My own 
organisation has established a 
panel of shops where stocks and 
sales are regularly audited in test 
areas in Britain, which are speci- 
ally designed to do just this 
measurement. 

By such methods a serious 
attempt is being made to over- 
come the maze of complex diffi- 
culties in the other forms of re- 
search, and at the same time give 
an individual advertiser the in- 
formation he wants—does poster 
advertising using a given cam- 
paign pay off in sales? 


NEON NOTES 


ANY people thought that 
the ban on electricity for 
signs imposed from January to 
April this year would undermine 
advertisers’ confidence in neon 
signs and keep down sales. For- 
tunately for the manufacturers, 
however, this has not been so. 
Demand for new signs, instead of 
falling, has considerably increased 
during the past six months, they 
say. This trend is largely put 
down to the assurance which the 
Ministry of Fuel and Power gave 
last April that “it is not our inten- 
tion to ban advertisement lighting 
again next winter.” 

As from October 6, however, 
restrictions on the use of signs 
between 7 a.m. and 7 p.m. (extept 
on Saturdays and Sundays) will 
again be imposed under the 1949 
Order which is still in force. 
According to the Ministry of Fuel 
and Power the purpose of these 
restrictions is to help ease the 
electricity load during the peak 
hours. The industry naturally 
looks forward to the day when 
there will be no restrictions at all 
in the winter, but for the next 
year or two at the least the 
generating capacity of the power 
stations will not be sufficient to 
allow signs during the day time 
in the winter. This prohibition 
during peak hours seems reason- 
able in view of the present 
demand for electricity during 
those hours. but outside peak 


hours a ban achieves nothing 
since electricity cannot be stored 


By a trade correspondent 


and power stations have to go on 
generating electricity all the time. 

Shortages of materials con- 
tinues to be one of the main 
difficulties facing the industry, 
and the recent restrictions on the 
use of copper, zinc and stainless 
stee] have not, of course, helped 
to make this problem any easier. 
Substitutes are, however, being 
devised whenever possible. 

More national advertisers are 
apparently turning to neon signs 
to supplement their other forms 
of advertising. During my tour 
of several works I saw a number 
of big schemes being designed and 
constructed, in addition to many 
small signs of various types and 
designs. These signs are, of 
course, essentially “tailor made” 
jobs to meet the individual re- 
quirements of the customer and 
to fit the buildings on which they 
are to be erected. I am told that 
flashing signs and those which 
spell out the message are stil] in 
demand although some planning 
authorities do not look upon such 
signs with much favour. Chang- 
ing colour signs are, however, a 
popular alternative. In fact some 
firms say that advertisers prefer 
this type of sign as the message 
is always before the public. 

Exports of neon signs continue 
to increase, and a certain amount 
of plant and equipment has also 
been exvorted recently. I gather 
that Africa. particularly West 
Africa, and India are among the 
best markets. 
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a comprehensive transport advertising service 445, 


FRANK MASON & CO. LTD., 33, NORFOLK STREET, STRAND, LONDON, W.C.2. Phone: Temple Bar 2044 aCyEl ae 
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in reference 
libraries and 


reading rooms 


you can depend on finding 


the finished product of the 


LINOTYPE 


NOTIZIE 


(NEWS) 
OPSA DATA 


TRIPOLI 
The following rates are now 
in force for all new, renewal 
or extensions of existing 
orders:- 


CORRIERE DI 
TRIPOLI 


1—3 inserts. (@ 15 - per s.c. in. 
4orover @126,, ,. 


TARABLUS 
EL GHARB 
1—3 inserts. (@ 6 6 per s.c. in. 
4 or over hn” 
All Particulars on Middle East Press from 
GEORGE YOUNG 


OVERSEAS PUBLICITY & SERVICE AGENCY I'° 
0, Fleet St.London.£04 Cen. 549467870 


9.1 


WEVE MANY 
“BEAUTIES” 
in 


LANCASHIRE 


THE IDEAL posTER cowary 


TER ADVERTISING 
POs SSOCIAT ION - 


Seeing the Sites? 


SEPTEMBER 20, 1951 


OUTDOOR ADVERTISING 


Commentary 


LLUMINATED displays are 
not considered suitable, by the 
Planning Minister, to be shown in 
the street opposite the Houses of 
Parliament. 

A request had been made to 
Westminster City Council for per- 
mission to display fascia lettering 
ranging in height from 1 ft. 3 in. 
to 2 ft. 3 in.; the letters were to 
have been illuminated by blue 
fluorescent tubes. 

The City Council refused the 
application because of the situa- 


IN THE VAN 


Lidstone’'s (Devon & Cornwall 
Billposting Co., Ltd.) are proud 
of their new vans. “We find this 
type of van most suitable for the 
large area we operate,” they say. 


tion of the premises, immediately 
opposite to the Palace of West- 
minster and Parliament Square 
and in proximity to Westminster 
Abbey and other public buildings 
where illuminated displays even 
of fascia \ettering should not be 
allowed. 

The Planning Minister. on 
appeal, has supported the Coun- 
cil’s decision because, he con- 
siders, the display of the illumin- 
ated signs would be completely 
out of keeping with the character 
of Parliament Square and the sur- 
rounding buildings, and would be 
prejudicial to the amenity of the 
square. 


* * * 


ASCALLS LTD., the London 
poster contractors, and 
twelve associated companies are 
regrouping their sites so that each 
of the companies wil! be operat- 
ing in a separate area with no 
overlapping. The new set-up 
comes into effect on October 1. 
Companies concerned with 
Pascalls in this redistribution are 
Maygers Poster Advertising Co., 
Ltd.. Trinders Ltd.. Uxbridge 
Poster Advertising Co.. Ltd. 
Windsor Poster Advertising Co., 
Ltd., Chertsey Poster Advertising 
Co., Ltd., Kerrisons Ltd.. Kerri- 
sons Ltd. Guildford, Hannams 
Poster Advertising Co., Ltd. 
Hopkins Ltd.. William Booty 


Poster Advertising Co., Ltd., Star 
Ltd. and Clapham Poster Adver- 
tising Co., Ltd. 


* * * 


HERE appears to be a 
champion of outdoor adver- 
tising on Bury (Lancs) Town 
Council. He ts Councillor H. 
Johnson. Following a proposal to 
delete a Highways and Sewage 
Committee minute authorising the 
erection of a hoarding at the 
junction of Walmersley Road and 
Moorgate, he pointed out that in 
many cases hoardings covered 
eyesores. Many motorists passing 
through the town had commented 
on the attractiveness of the shrubs 
in the Market Place. These could 
distract attention more than 
hoardings. 

Alderman T. Toon, committee 
chairman, also supported the 
minute. There were plenty of 

oardings in London, Manchester. 
and many smaller towns, he said. 
Their traffic problems were cer- 
tainly not less than Bury’s. When 
the Town Planning Committee 
had decided against the erection 
of certain hoardings the Ministry 
had given permission. The Minis- 
try had the last word. 

In some cases, Alderman Toon 
emphasised, the erection of attrac- 
tive hoardings concealed eyesores. 

The amendment to delete the 
minute was defeated by 26 votes 
to four. 


* * * 


HE organisers of Hythe 
enetian Fete are very 
pleased with the results of publi- 
city for this year’s event. Attend- 
ance and takings have never been 
bettered: The crowd of over 
30,000 came from all over the 
country. 

Publicity, including the poster 
reproduced here, was designed by 
Kent & Sussex Advertising Ser- 
vice Ltd., Canterbury. 


CARNIALAENICE 


MILITARY ond x 


HY THE-WED.IS"AU 


PF $32 P| 7 
a 
; a 
4 ' 
ich 
ioe Pe Ey 
end He 
cH | 
a x - . ee ak 
or! | ee * < ie 
| ie 
7 { Brie op ~ _ nal rT Sai i}, 
Se aed te 
| ee hd ? 
y ee S32 | 
— Bieges Tey Ee ‘exh 
- ivart iil. am : aie 
| — mn] al 
26: _ : 
z saa s as tS ee } yee ] aaa | 
A. er ag aa ee |: ba. eee 
: a Sys ifs ay fee = a ¢ 4 i - 
Ae I ws aes | 
ea J : i: Vane ae & 5 > oe 06 = 
5 Y 2 | cada so 
ag Sil } q- iy th a : 
; STERN | aoe | 
a: L | ON THE ~ ‘e i $7 
TE | ;' 
" 
: “on / eee 


oRTHS 
THE s | 


7 ind iien 


~~ 
§ us 


An integral part of the United Kingdom 
of Great Britain and Northern Ireland. 
Its major industries—Agriculture, Linen 
Manufacture, Shipbuilding, Aircraft 
' Construction, Tobacco Manufacturing, 
Rope Making, Engineering, the manu- 
facture of Textile Machinery, and 
many other smaller industries, continue 
to play their full part to win the battle 
of Britain's economic recovery. 
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The total value of the Imports and 
Exports of Northern Ireland during 
1950 amounted to £402,360,000, or, 
in other words, an average value of the 
trade of Northern Ireland exceeded 
£7,700,000 a week. The industries 
of Northern Ireland bring high wages 
to the workers, who, therefore, have 
money to spend—a market of splendid 
opportunity for the National advertiser. 


Belfast Telegraph 


Heap Orrice. ROYAL AVENUE , BELFAST. Lonvow Orrice.\\2 FLEET STREET, E.C.4. 


‘THE NEWSPAPER WITH THE LARGEST CIRCULATION IN NORTHERN IRELAND 
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Quick Facts 


about Harris and Sheldon 


You know of Harris and Sheldon as Shopfitters. Did 
you know also that they have the largest and most 
comprehensive Display and Exhibition Organisation in 
the country. Their top-line creative team and more 
than half-a-dozen factories can undertake anything 
from a single counter display to a complete exhibition. 


‘ 
' 


Exhibition Stands 


@ Exhibition Contracting. Design and fabri- 
cation. A Harris and Sheldon Stand 
identifies a product as one of quality. 


Three dimensional Display 
a Dealers’ Display Aids. Counter Display 
Stands. Sceni> Display for Window Back- 
2 grounds. Contract Window Dressing. 


es 
Display Figures 
@ Life size and miniature, in plaster, papier 
ro mache, rubber, ete. Corsetry and Under- 
wear figures, Advertising figures and 
@ Trade Marks. 


Harris and Shelidon Ltd. 

WOODGATE, LOUGHBOROUGH 27 BERKELEY SQUARE 

LEICS. Loughborough 349) LONDON, W.! MAYfair 2017 
and at Birmingham, Manchester and Glasgow 


LG.B. 
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NEW BOOKS REVIEWED 


A Picture Story Of Advertising 


Advertising Work Told in Pictures. 
(Mayflower Publishing Co. Ltd. £3 3s.), 

This is an unusual phen- 
omenon, an illustrated textbook 
showing every aspect of advertis- 
ing in four sections—introduction, 
media, materials and methods. 
Step by step the reader is taken 
on a pictorial trip through all the 
major phases of advertising work. 
The advertising agency is fully 
covered as well as life in a news- 
paper office. The technical sec- 
tions are of particular interest. 
Photo-engraving, letterpress print- 
ing, lithography, and silk screen 
printing are explained in detail 
and in terms that will not frighten 
the younger or less practically 
minded. 

Organisations which have co- 
operated in the production of this 
book include the Milwaukee Ad- 
vertising Club, the Graphic Arts 
Group of Milwaukee and Printers’ 
Ink. Its 160 pages contain an 
estimated $10,000 worth of photos 
and $2,500 worth of engravings. 
More than 250 people collabor- 
ated in the production. In all it 
is a book which should capture 
the interest of everyone from the 
advertising executive to the 
student.—P.J.E. 


A Remarkable 
Directory 


Fraser's Canadian Directory, 1951, Vol. 
I (Fraser's Trade Directories Ltd., Mon- 
treal, 5 dollars Vols. I and II). 

This remarkable directory 
claims to be the only complete 
guide to Canadian business and 
industry. It would certainly be 
difficult to imagine one more 
comprehensive, judging by this 
“A-M” volume. It enables one to 
find the manufacturer of any 
article; name and address; manu- 
facturer of a trade-named or 
brand article; wholesalers or 
agents; representatives of a firm 
outside Canada; manufacturers or 
wholesalers of machinery, equip- 
ment and supplies to the food 
industry or food products; and 
towns, banks, institutions, govern- 
ments, railways, etc. The great 
many advertisements provide il- 
lustrations of products. Here 1s 
an invaluable reference book for 
anyone interested in the Canadian 
market. 


Does It Pull 


Which Ad. Pulled Bess 
Swan (Mayflower Publishing Co, 
Printers’ Ink Business Bookshelf, 


What makes an advertisement 
pull? It might be the copy, the 
layout, the headline. the jllustra- 
tion, or a combination of all or 
any of these. The answer, of 
course, is never the same and, as 
with so many other problems of 
this kind, one must learn from 


the actual experiences of others. 

That is why this book, which 
collects information on 57 tests 
involving 139 advertisements, is 
likely to be very valuable. Indeed, 
after analysing the 57 tests, the 
author, who is associate managing 
editor of Printers’ Ink, gives a 
check-list of 26 factors to watch 
in comparing advertisements for 
relative pulling power. 

For each test the problem is 
tersely stated, the ads. compared 
are illustrated, results are given 
and brief conclusions drawn. 
Most of the tests depend on split- 
run insertions. 

The author invites his readers 
to guess the results of the tests 
he describes before looking at the 
actual facts. This pin-points the 
real value of this book: The 
sharpening of ones perception of 
what is and what is not effective 
advertising. —E.M. 


Letterpress 


The _Art of Letterpress Machining. By 
fom oe. (Sir Isaac Pitman & Sons 
td., 15s.). 


A complete guide to the tech- 
nicalities of letterpress machine 
printing is provided by this 
manual. It is written in a concise, 
easy-to-read manner and should 
prove invaluable to machine- 
minder and apprentices alike. 

Tested methods and suggestions 
for overcoming the many difficul- 
ties and problems frequently en- 
countered in the .pressroom are 
interesting features. A worthwhile 
reference book for all printing 
Pressmen.—P.J.E. 

IN BRIEF 

The National Union of Manu- 
facturers List of Members, 1950- 
1951 lists over 5,200 members and 
70 affiliated trade associations of 
the N.U.M. in alphabetical order, 
with their addresses and a brief 
description of their businesses. 
Then follows a classified list of 
manufacturers and producers, 
enabling the reader to see at a 
glance the firms under their 
respective product headings. The 
list is available at the modest 
price of £1. 


Food in Newspapers (American 
Press Institute, in Columbia 
University, 12s. 6d.) is the first 
of a series being prepared by the 
American Press Institute to “help 
working newspaperman do a 
better job.” It gives advice on 
how to present food news and 
helpful hints—advice presented in 
an attractive and interesting style. 


The sixth edition of Guide to 
Broadcasting Stations has been 
issued by Wireless World (2s.), 
listing world stations. 
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RIGHT APPROACH 


TO THE OVERSEAS BUYER 


BRITISH VOGUE 
EXPORT BOOK 


THE TRADE VOICE OF VOGUE 


In 1951 buyers rely on the high standard of fashion and In 1952 this high standard will continue. And new 
merchandise in its pages—proven at the Concours British Vogue Export Book fashion shows will give 
d’Elegance of Cars & Clothes, andat its B.L.F.stand. further sales-impetus to British goods abroad. 


British Vogue Export Book is used the world over as a yardstick for measuring quality. Do your clients advertise in it? 
SIX ISSUES IN 1952 


No increase in advertisement rates 


Black and white page Four colour page.............. £120 


Publication and Copy Dates, and contents will be published shortly 


THE CONDE NAST PUBLICATIONS LTD., 37 Golden Square, London, W.I. 


Ban ait a: Se a Ae se ae 7 
ave. for ety: Be ys a m one ee _\ ie ¥ a 
ee Q 5 x: ° ae 
nai 
g 5 
sayy ~, 
= 1 : 
- 5 . : se 
- os “ - JF ‘ i ; 
‘. r a a oe - a zag “ sae .Z . 
si) ke iia aie Bi = a® Be Pia oll ae Py ee * 
7 es! . Ss > ; ee aes S one < an 
Fo A Bee 55. 2% NE OR i A vg 
oy od ~ . ane "see = 
: : Ft ye Mi 2 : =? jf 1 oa ° 4 
hr a ey Os ee ; a a 
ae a, = a pe E +} 
a . a ; 7) oui 
; a. :. Ge 4 | 
% ase . f ie. ‘ \ . ae iff ? | 
i} ae ae ~~ tia 
a - 7 - 
é L 
ce L ‘ ' 
4 - 
; > 
| 
ys < : 
G a ‘ 
2 
me ' 
hey : 
Fe 
id F 
— i ; 
7 sia , 
ie ee " 
3 ee 
s ey a 
, : 
. of 
a ; 
ce 
< : 
a" er ' = x aot é.. 


eos o 


ee aE 


5 ae ee I 


ADVERTISER'S WEEKLY 


536 


_——————— 


THE 


WELLINGTON JOURNAL 
& 


SHREWSBURY NEWS 
NET SALES 53,466 WEEKLY (A.B.C.) 


London Representative : 


DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (cEN¢rai 2626) 


KENTISH TI MES 


SERIES OF EIGHT LOCALISED EDITIONS 
CERTIFIED NET SALE 


coms 83,265 wo 


A.B.C. Certificate for the six months ended June 30, 1951 


A limited amount of space is now available for new business— 
Flat rate 23/- per s.c.i. 


TIMES BUILDINGS, SIDCUP 


London Office: 329 High Holborn, W.C.1 Tel.: 


Tel.: Foots Cray 3077 (3 lines) 
Holborn 2730 


also at Bromley, Orpington, Eltham, Bexleyheath, Erith and Dartford 


July—Dec. 1950 
A.B.C. Figures 


London Representative : 


Tele : 


CAMBRIDGESHIRE TIMES 


GROUP 


* 
65,123 
TIMES BUILDINGS, MARCH 


Tele : 2368 (2 lines) 


MR. W. H. WALMSLEY, 69, FLEET STREET 
Central 9353 


Copies 
Weekly 


choose the best | 


medium 


for reaching the Plumbing, 
Heating, Ventilating and 
Sanitary Engineering trades 


choose 


“THE PLUMBER 
& JOURNAL OF HEATING” 


Specimens and rate cards 
supplied with pleasure 
32 FINSBURY S@Q., E.Cc.2, 
MON. 1541/2 


WILL KITCHEN JR LID NEWSPAPER AW 


ATIVES WILL KITCHEY 
NEWSPAPER AND MAGAZINE REPRSSE 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


Intensively cover the populous and 
prosperous =< of South-West 


NET SALES 


43,078 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 
Phone : HOUnsiow 0016-7-8 


Clifforde ing Bn HOL 341! 


Founder Member London Suburban 
ond Home Counties Press Group 


ATS off to Ruth and John, 
mH: couple of newly-weds 

who have made advertising 
history in the weeklies. 

In a September issue of the 
Crosby Herald they were pictured 
in a full-page shopping feature 
which consisted of 15 half-tones, 
Sin. x 34 in. each, which shows 
them on a tour of the town 
visiting local traders. This was 
a fascinating adaptation of the 
strip technique and _ even 
inveigled this hard boiled reader 
to peruse the two lines of copy 
beneath each picture. 

Anxious to brighten their new 
home, they first visit a decorators 
(address, of course, is given) for 
something new in re» ae and 
also “for the helpful advice 
always given.” Then, remember- 
ing the important “thank you” 
letters for their wedding presents, 
they visit a stationers “as they 
were so delighted with their pre- 
vious purchases of invitation 
cards.” 

Ruth's fastidious taste in shoes 
takes her to a specialist in modern 
footwear. Thinking of the dark 
nights ahead she decides on a 
chee rfu' note in curtains and 

“was delighted with the selection so 
reasonably priced” at the drapers 
Meanwhile, John is not idle. A 
television enthusiast, wishing 
to be ready for the opening of 
Holme Moss, he has convinced 
Ruth that it must be a Murphy, 
and lo!—they are pictured at the 
only stockists in the district. 

Ruth leads the way again, and 
“remembering Mother's good 
advice” chooses household linen 
and loose covers from extensive 
stocks at another furnishers. 
Then they are pictured on “a 
really necessary journey” to 4 
stores which supplies all they 
need in home and garden. 

Lunch time at last! “With vivid 
memories of the efficient manner 
in which their wedding catering 
was carried out” they adjourn to 
a café run by the same caterers. 
Afterwards, Ruth has her hair 
re-styled, while John decides it is 
time he was again in the picture, 
so he visits his tailor and outfitter 
to make several purchases in 
readiness for autumn. Ruth 
simply can’t resist a certain cos- 


metic department and here she ‘s 


By WILTON EVAN 
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REGIONAL WEEKLIES 


The Adventures Of Ruth 
And John Make 
‘Weeklies’ History 


again seen buying “some of the 
famous preparations designed for 
glamour.” 

Together they next discover “an 
elegant sweet and cigarette shop.” 
For confectionery, Ruth then 
pops in at a place which made 
her “rich quality wedding cake.” 

An easy day, you think? They 
have still time to be photographed 
visiting the Odeon for the early 
evening programme. Then, after 
the show, John remembers a cafe 
which is open for supper, so the 
story has a happy ending in a 
most jolly atmosphere .. . 

This shopping adventure of the 
newly-weds makes interesting 
reading and offers fifteen adver- 
tisers their chance to participate 
in a composite page as novel as 
it is arresting. 

Ruth and John have certainly 
started something. 

Perhaps a woman's help might 
have been advisable in planning 
the page. Said my secretary on 
glimpsing the feature: “I wonder 
how they managed all that with 
no shopping bags?” 

* * * 


OHN’S enthusiasm for T.V. 

reminds me that the opening 
of the Holme Moss Television 
Station is giving a number of 
Lancashire weeklies an excellent 
opportunity for newsy composite 
features, well supported by ad- 
vertising. One in the Blackpool 
Gazette & Herald covered three 
pages, the editorial being a two- 
column = sandwich, 
displays of various sizes. 

Efforts like this are a fair test 
of the advertisement manager's 
skill. He has to please clients 
who are trying to say more or less 
the same thing in a variety of 
ways, and by judicious use cf 
type and illustration has to en- 
sure that there is no conflict 
between the ads. themselves. 

Television also provided the 
theme for an impressive full-page 
in the Staffordshire Chronicle 
where broadsheet size lends itseif 
to effective make-up. 

Among other full-page com- 
posites noted was a festival effort 
by the North Berks Herald tieing 
in with a local community centre. 
It had the right festive note; 
some of the copy was quite 
chirpy: A local hotelier advised 


readers that, if they drank ‘By- 
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Survival of the Fittest 
Dixons 


WEST END ADVERTISING AGENCY LTD. 
Incorporated Practitioners in Advertising 


1878-1951 


HE experience gained through all these 

years in preparing the most successful 
National Advertising Campaigns, including 
Press, Poster, Cinema and Radio and all 
forms of Publicity, is ours for the benefit 
of advertisers requiring a really first-class, 
reliable service. 
The opportunity of advising you on your 
advertising problems would be welcomed. 


* 


DIXONS WEST END ADVERTISING AGENCY LTD. 
Ramillies Building, Hills Place, Oxford Street, W.1. 


| 


POPULATION 
OVER 65,000 


CANNOCK CHASE 


the highest stondord 


pao 
Sud articles of goodwill oe 


Technica! eduer readership 


Mechanical World 
AND ENGINEERING RECORD 
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nm L ADVERT aie 

es + REACH ENGINEER ~ 

. 31 KING ST. WEST ° wo 

BEDFORD STREET. J 
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REGIONAL WEEKLIES 


Ruth And John Make ‘Weeklies’ History—continued 
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Stander’ it would be enjoyed “By- 
Sitter’; while a timber merchant 
exhorted they were not to worry 
their heads about timber, but to 
call on him. 

The local butcher went to town 
with a tantalising display calcu- 
lated to appease the hungry; 
while a greengrocer, high class 
fruiterer and fish merchant, 
offered fried fish and chips aad— 
immediately under it—announced 
that wreaths and bouquets were 
also supplied. 

Here again was evidence of 
sound planning and a dash of 
inspiration. 

* * * 


LACKPOOL’S festival lights 
were the subject of a full- 
page composite in the Manchester 
City News, thus taking the readers 
away from hearth and home. 
Also looking a little further 
afield was the Widnes Weekly 
News which ran a full-page ex- 
tolling Bold Street, Liverpool, as 
the Bond Street of the North. 
Besides providing an interesting 
feature for many readers who 
must have known this particular 
shopping centre, the editorial not 
only recalled the history of the 
street, but delved into poetry 
books of long ago and printed a 
selection of ditties and doggerel 
from Victorian rhymsters. 


* * * 


Y-and-large these composite 

features are well done in 
the weeklies. They have style 
and variety ranging from the 
camera to the classics. In these 
days of pressure on space they 
are an invaluable aid to appease- 
ment when traders are clamour- 
ing for a show. 


* * * 


S the new Plymouth arises 
from the ashes of the blitz 


it is stimulating to note that much 
local advertising is in keeping 
with tradition and worthy of such 
stirring events. Typical is a 
whole page advertisement from 
The Cornishman. 

It prompts the query as to why 
so relatively few big stores take 
full-pages in the weeklies. Such 
an investment has the maximum 
pulling power for the advertiser. 
It is good to note that in The 
Cornishman at all events, the 
management appreciate that some 
advertising occasions have a news 
value and, as such, merit a 
splash. In some offices, alas, an 
arbitary space ration is operated: 
come fair weather or foul. c 

Advertising as an _ industry 
would benefit, and the weeklies} 
would gain more colour and’ 
character in their pages, if full) 
page ads. were seen more fre-? 
quently. r 


* * * 


OMING-of-Age celebrations 
of the Wythenshawe Estate, 
Manchester's new town, have’ 
been coupled with the Festival of’ 
Britain and the Annual Civic! 
Week held for the last four years. 
Local newspaper activity has been 
very extensive during the celebra- 
tions and the Wythenshawe 
Recorder has been closely allied 
to all the events. 

H. Geldeard, managing direc- 
tor, and the staff of the Recorder 
operated the two-week shopping 
festival which was sponsored by 
the local Chamber of Trade. The 
Wythenshawe Recorder Civic 
Week Trophy was presented to 
the best vehicular turn-out in the 
three-mile-long procession of local 
community associations, 

The first of two souvenir issues 
of the Recorder achieved a 
record sale for this local paper 
which carried a front page and 
centre spread of pictures. 


7 
! 
; 


Leading the Baguley Community Association parade in Wythenshawe 
(Manchester) Festival Pageant was this tableau on which the local 
children were seen miming a local newspaper office. The joke posters 
caused great amusement to the crowds on this estate, which is claiming 
more local amenities. 
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ADVERTISER'S WEEKLY 


There - that's 
our schedule / 


Wait a minute / 
The Reader's Digest reaches 
Million people more cheaply 


than any other magazine / 


Only 5° per pace Per THOUSAND 


. .. these readers have money to spend 


and they really read 


HE latest Hulton Readership Survey shows 
that The Reader's Digest offers the adver- 
tiser a bargain in both quantity and quality of 
readership. The page cost per thousand readers 
is well below that of other magazines giving 
comparable coverage. (This applies to nearly 
every class and sex breakdown — see summary 
in panel.) 

Two-thirds of these readers are under 45 — 
setting up homes, spending for growing families. 
And further research carried out by British 
Market Research Bureau Limited has produced 
other significant facts about them. 

Their ownership of cars, radio, television, 
household appliances, is much above the 
national average. 

90 per cent of them read The Reader's Digest 
at home — where major purchases are planned. 

And, above all, they spend much more time 


reading it (an average of 24 hours), and pick up 
each issue more often (over 4 times), than the 
readers of other magazines studied. 

Then — 66 per cent pass it on to other readers. 
13 per cent keep their copies. Only 8 per cent 
throw them away. An outstandingly high per- 
centage say this is the last magazine they would 
give up reading. 

Devoted readers, men and women, of above- 
average purchasing power — yet reached at 
bargain cost! 

Your office should already have received our 
“ Readership Digest ** — a compilation of com- 
parative readership cost tables and charts, with 
other data about our own and other magazines. 
We're sure you'll find it useful for quick 
reference. 

THE ADVERTISEMENT DIRECTOR, THE READER'S DIGEST, 
1 ALBEMARLE STREET, LONDON, W.1. GROSVENOR 4738 


0% HIGHER THAN) aia 
PEN HULTON READERSHIP SURES 


OF ALL MAGAZINES— 
The Reader’s 


Digest 


IS THE CHEAPEST 
FOR REACHING: 


Over 4: million readers 
Over 2 million ABC readers 
Over a million AB readers 
Over 23 million men 

Over 13 million women 

Over a million ABC men 
Nearly a million ABC women 


(Based on 1951 Hulton Readership Survey, 
at page rates current on Ist June, 1951.) 


ee eS a eel eee on ae 
— . a 
intl E 539 ‘i 
be Ki 
. ne " sh 
. Ce , a) a 4 
i f ° ‘ - a 
. On) Aer; Ry : 
a \ >) ' . 
ba = ‘ 
* V/A ANS “ 
wt Lip jon ——— : ( 
WY ; : 
i. | \ \ < MY SIN F é a 
7 Ml — \¥ : | 
! ae ff \\ oe 
> af Rca’ \ 
sep — 
Be Z \ _ 
7 rc os | 
PR exter nunca onc. 0h fuss MaDe! 
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AMONG the galaxy of re- 

searchers gathered at Tun- 
bridge Wells last week for the 
E.S.O.M.A.R. - W.A.P.O.R. 
Conference, were a number of 
notable personalities. Outstanding, 
perhaps, was Dr. Gallup, genial 
and oracular, whose name seems 
likely to become part of the 
English (or American?) language. 
There was Robert Silvey, head of 
B.B.C. listener research, which 
conducts no fewer than 3,000 
interviews every day, and is the 
largest continuing research under- 
taking in this country. And there 
was Leo Lowenthal, chief of the 
programme eyaluation branch of 
Voice of America, which, unde 
the U.S. Department of State 
broadcasts propaganda for the 
American “way of life” to 
listeners throughout the world. 

Part of Lowenthal’s job is to 
assess the effect of the broadcasts 
behind the Iron Curtain. I asked 
him whether he had evidence that 
Voice of America is heard and ap- 
preciated in Russia and _ the 
satellite countries. His reply was 
a confident “yes.” Although 
ordinary listener research in those 
countries is out of the question, 
much information seeps through, 
and much can be inferred from 
reactions in the controlled “Iron 
Curtain” Press. 


* * * 


EVERYBODY was anxious to 
extend a cordial welcome to the 
two Japanese delegates, Takeshi 


$40 


_ Mainly Personal— 


Leon Goodman 


Graeme 


Okumura, manager of the re- 
search department, Dentsu Adver- 
tising Ltd.. Tokyo, and Elzo 
Koyama, director of the Nationa! 
Opinion Research Institute, which 
operates from the office of the 
Japanese Prime Minister. But 
everybody, including the Mayo- 
of Tunbridge Wells, found it 
rather hard going, for though 
both can read English, neither 
can speak more than a few words. 

Okumura told me that he intends 
staying a month in this country, 
after which he plans to visit 
America. He is anxious to come 
to a reciprocal arrangement be- 
tween his agency, which is over 
50 years’ old, and a well-known 
U.S. agency with international 


~ Kent 
Messenger 


NETT 


January to June, 195! 


60,141 


Copies Weekly (ABC) 


SALE 


Cranch Claude Simmonds 
affiliations. He lectures on adver- 
tising at the Sagami Women’s 
University, Tokyo. 

Koyama, who is a professor of 
advertising at Tokyo University, 
circulated a brochure describing 
the wide scope of social research 
undertaken by his Institute, under 
Government auspices, since the 
war. 


a * * 


AS PRINCIPAL organiser of the 
Conference, on behalf of the 
Market Research Society, Graeme 
Cranch had an onerous task. To 
weld together the proceedings of 
two international bodies, to fit in 
all the would-be speakers, and 
to see that everyone was made 
happy and comfortable, took 
some doing. But Cranch can look 
back on a job well done. 

At Tunbridge Wells, especially 
with the social side, he had un- 
stinted co-operation from R. J. 
Powell, publicity and entertain- 
ments manager. a real live wire, 
for whom nothing great or small 
was t»o much trouble. Powell 
told mie he is anxious to attract 
more medium-sized conferences 
to the Royal Borough, and he is 
certainly going the right way 
about it. 

He came to Tunbridge Wells 
two-and-a-half years ago from 
Buxton, where he was entertain- 
ments manager. 


* x * 


LEON GOODMAN, who has 
been holidaying in Kenya, wrote 
while there to tell me he took a 
chance of making a supper for 
lion. What a headline “Lion eats 
Leon” would have made, but I 
am glad it did not come to that! 

Leon, who was staying with a 
friend on a 100 square mile 
ranch, told me that a lion had 
been “raising merry hell” in the 
neighbourhood, grabbing cattle 
and donkeys and almost every- 
thing else in sight. A game ranger 
was called in, and the lion con- 
demned to death. “The ranger 
and I,” Leon wrote, “are to spend 
to-night in a small pit covered 
with foliage and things. One of 
the lion’s recent kills will be left 
out for him, The theory is that 
the lion, if he keeps the rendez- 
vous, will be shot by your humble 
servant. If he sees me first, you 
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Propaganda beats | 
the Iron Curtain: 
Japanese Government 
and social research: 
Lion hunter in Africa: 
Sailed as adeck-hand: 
Helping Church 
publicity: Best after- 
dinner speakers 


By CONTACT 


won't hear from me again.” I 
shall look forward to the rest of 
the story. 

Another piece of news—Leon 
grew a beard. He says it 
made him look like something 
out of Trader Horn, and ob- 
viously worked, for on his first 
hunting expedition, his very first 
shot fired in Africa was a winner. 1} 

* = * 
AN ADVERTISING man may 
retire, but he seldom ceases to ” 
take a keen, and sometimes 
practical, interest in advertising. 
Robert C. Ward, formerly with 
the publicity department of the 
Britannic Assurance Co., Birm- 
ingham, is a case in point. He 
sends me a copy of The Central 
Literary Magazine, organ of the 
Birmingham Central Literary 
Association, containing an article 
he has contributed on “The 
Literature of Advertising.” 

Mr. Ward's theme is that “ad- 
vertising owes a great deal to the 
literary art,” and he illustrates 
his point by a number of classic 
examples of advertisement copy 
possessing literary merit. 

* + 
WHO ARE the best after-dinner 
speakers in London? According 
to the Evening Standard, mem- 
bers of the Guild of Toastmasters, 
who ought to be good judges, 
rate an advertising man, Tom 
Clarke, a director of R. F. White 
& Son Ltd., as one of the lead- 
ing candidates for the first three 
places. In their estimation, he 
can be bracketed with Sir David | 
Maxwell Fyfe and the Arch- 
bishop of Canterbury. 

The toastmasters know Tom 
Clarke, not in his capacity as an 
advertising agent, but in that of 
Clerk to the Worshipful Com- | 
pany of Horners, one of the big- | 
gest of the City guilds, concerned | 


Continued on page 542 


WEEKS WISECRACK 
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“The chap who handles our 
home perm account is | 
always busy doing his 
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Professional 
Amateur 


ee Oe ee ee 


4 
4 


Top left, Mr. White, head of a big engineering 


works : bottom right, Mr. White, clarinet player in the Upper 


Middlethorpe Quintet. Business aye and amateur musician are 
one and the same person. He leads a very full life—asd often misses radio talks he wanted 
to hear. So he takes “ THE LISTENER” every week, and reads it at leisure. Its printed 
talks and special articles keep his knowledge broad and his intellect 
flexible. Advertise in “ THE LISTENER” and you will meet Mr. White 
the well-to-do citizen who will buy the best for himself and his family 
and his home: you will meet at the same time Mr. White 


the engineering executive whose influence is 


great and whose buying power is exceptional. 


oe oot em ee eo 


The Listener 


Member of the Audit Bureau of Circulations 


For readers who think, thinkers who read 


‘ 


All enquiries to: Head of Advertisement Depariment, B.B.C. Publications, Broadcasting House, Portland Place, London, W.1. 


Bigham Advertising 
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Photographic realism and colourful screen 


printing add to the effectiveness of this 


‘ ' striking display for Weston-super-Mare. 

; : 

: FA , os 
ECO} anventisine - 
4 At DESIGN - DISPLAY: SCREEN PRINTING 
 - 46 BROADMEAD BRISTOL | & wl. BRISTOL 26817 - 20460 


STOVE ENAMELLED DISPLAYS 


Another service to national advertisers, 
WWustrated are two of our productions in 
tube steel and aluminium. 

We offer a COMPLETE SERVICE... 
DESIGN — FABRICATION — SCREEN ~~ B= 
PRINTING—STOVE ENAMELLING BY * Pi 
INFRA RED PROCESS... 

Carried out in our own workshops. 


PROMPT DELIVERIES ON QUANTITY 
RUNS. 


ADVERTISING - DESIGN 
MARKETING - DISPLAY 


ISSUED BY SIGN AND DISPLAY DIVISION 


\ompson 


YEOVIL 
TEL : 1981/2 
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@ Mainly Personal—continued from page 540 


originally with workers in horn 
and bone, and more recently with 
the manufacturer of plastic goods. 
He has been a member for about 
40 years, and to be appointed 
Clerk—a purely honorary office 

-was a measure of the esteem of 
his fellow Horners. 


* * * 


THE DEATH in Glasgow of 
Robert Main, of Sauchichall 
Street's Fireside Shop, has robbed 
the Glasgow Herald of one of its 
most frequent and wittiest adver- 
tisers. 

Each morning, for many years 
now, readers have keenly scanned 
the front page ads. of the paper 
for his daily advice to all users 
and potential users of fireplaces 
and equipment. Quotations 
classical and not so. classical 
headed these advertisements, their 
very divergencies indicating their 
creator's versatility. All quota- 
tions coming to Robert Main’s 
notice were immediately trans- 
ferred to a little black book for 
the subsequent amusement of his 
many followers. 

* o * 
NOW THAT the Church of 
England appears to be waking up 
to the necessity for publicity, it is 
good to know that it can count 
on the enthusiasm of some first- 
rate advertising men. 

Prominent among them is 
Claude Simmonds a director of 
the Winter Thomas Co. which 
produced the Harvest Festival 
poster that the Church Informa- 
tion Board is sending to every 
C. of E. Church in England. 

A keen Anglican and a church- 
warden of his village church at 
Clavering, Essex. Simmonds is a 
hard worker on the publicity side 
of the Board's activities. 

If it were not for the some- 
times-beneficent influence of the 
“old school tie” this might not 
have happened Simmonds’s 
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“family school” is Repton and he 
was a scholar there when his 
cousin, the present Archbishop of 
Canterbury, was headmaster. 

After the war, his Grace and 
the Church Assembly were 
worried about the small amount 
and poor quality of Church pub- 
licity; a commission was set up 
to look into it; and Simmonds, at 
that time Director of Pubiic Rela- 
tions at the Board of Trade, was 
asked to join (Sir Stafford Cripps’s 
permission first having been ob- 
tained). 


ee * . 

FEW CAREERS have been more 
eventful than that of Desmond 
V. Rushton who has joined A. 
Noyek & Sons Ltd., Dublin and 
Cork importers of hard woods, 
wall boards, plywoods and lamin- 
ated plastics and sole agents in 
Eire for many well-known brand 
products, as publicity manager. 

Born in London, Desmond 
began a varied publicity career at 
the age of 17 on a holiday trip 
from Dublin to the U.S.A. where 
he promptly found work in the 
advertising department of the San 
Francisco Chronicle. From there 
he went to the Los Angelos Times 
and then to the Foster & Kleiser 
Corporation, outdoor advertising 
specialists operating in California, 
Washington, Oregon and Arizona. 

After 11 years on the Pacific 
Coast he signed on as a deck 
hand on a freighter carrying tim- 
ber from San Francisco to New 
York, returned to Dublin and 
was appointed managing editor 
of the Irish Tatler and Sketch. 
From there he joined Associated 
Cinemas, Dublin, as publicity 
manager and then, in partnership 
with his wife, Patricia Rushton, 
started his own public relations 
practice, 

Patricia is carrying on the prac- 
tice while Desmond gives the 
whole of his time to develop pub- 
licity activities of the Noyek 
organisation. 


Peter Bancroft, Vacuum Oil Company's advertising manager, arranged 


a lunch at Kett 
service 
presided and, 
gold wristlet wat op: 
department; F 


crs to mark the completion of 40 years Vacuum 
over 20 in advertising—by Fred Cowley. 
1 hehalf of the company, 

Left to right: 
. Judson, assistant general sales manager; H. 


Miles Reid, director, 
presented Cowley with a 
D. M. Macintosh, advertising 


Southgate, auton oti ve department; Fred Cowley; Miles Reid, Povetie. 
Peter Bancroft, advertising manager; R. Tompkins, automotive 
department; O. T. Jones, chief engineer, Sydney Mann, manager, 


automotive department. 
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For many years Spicers have submitted their 


papers to laboratory tests. The opening of the 


_a 


i 


new paper testing laboratory at 19 New Bridge 


Street in 1946, served in fact only to set the 


| 


seal on a practice long established. Sheets from 


Mh 
\ 


deliveries at the warehouses are sent to the 


7 


laboratory for comparison with the standards, 


th 


The laboratory is fully equipped to test for 


. 
N 


weight, strength, thickness, furnish and sizing. 
Precise examination can be made of any samples 
submitted. 
It must be admitted that paper testing is one 
of the least difficult parts of the job to-day. 
Papers of all kinds are in such short supply that : 
the real difficulty is to fill the needs of the con- 


sumer. It is not easy in these circumstances to 
impose standards which would have been taken 
for granted in the days before the war. To-day 
one can but do one’s best. That this still amounts ? 
to something can be measured by the fact that 
despite present difficulties, Trade users in 
increasing numbers continue to bring their 
problems to be dealt with at 19 New Bridge 
Street, or at one of the fourteen Provincial 


Branches of :— 


SPICERS 


THE PAPER MAKERS 


19 NEW BRIDGE STREET (CENTRAL 4211) AND BRANCHES 
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St 
then ¢ 
your machine. . . 


NA ge ep ae uP 


2k Dg 


157 FARRINGDON RD. LONDON E.C.1. Telephone Terminus 269! (4 lines) 


restrictions, shortage of labour and 
materials, and soaring overheads, 


that will enable you to do the same 
in the new “County- 


Without obliga- 


tion, please send p.c. for descriptive 
Folder MS10. 


Business Publications Ltd. 


180 FLEET STREET, LONDON, E.C.4. 


aveayr psscaserion 
SUPPLY + ERECTION + RENOVATION, 
REGINA STUDIOS (SIGNS A DISPLAYS) LTD 
27, BOSTON ROAD. HANWELL Ww? 
a a908 at 9508 


Agency Enquiries Especia invited 
Prompt Personal Atrention « Surictest Confidence 
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FOR LITHO 
CARTONS 


9st 


JOHNS, SON & WATTS LTD. 


2-4 EPWORTH $1.,LONDON,EC.2 
mONarch 7408 irhree 


DISPLAYS 
EXHIBITION STANDS 


MERCURY 


DISPLAYS LTD. 
iat Ah! ROSE Beat 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. BOBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


@ Most of the really good 
enlargements are made by 


AUTOTYPE ~ (or course 


The Autotype Co. Led. Brownlow Rd. 
London, W.13 EALing 2691-2-3 


- Sh Rathbone/241 
Selling pe : THE 
getting out of hand? | | CRICKETERS? 
Despite growing  sales-resistance, 


MAGAZINE 
Special Xmas Number 
On Sale 
Friday, December 7th 


* 
CONTRIBUTORS INCLUDE 


Alec Bedser, Louis Duffus, John 
Arlott, lan Peebles, G. D. 
Martineau, Wilfred Wooller, 
Alan — etc. 


* 


e@ let your advertisement 
solve that ‘‘Gift’” problem. 

@ The ‘‘season” for Annual 
Meetings and ‘‘Get- 
togethers”. 

@ Clubs renew their equip- 
ment in the winter. 

e@ ladies are “playing the 
game” too... ! 


FOR ADVERTISING RATES 
Ring GROsvenor 7644 or write 
51 Mount St., London, W.! 


CLELAND 
PACKAGING 


outers 
to order, in immaculate s 
best traditions of 


and in the 
and visually. er 
WM. W. CLELAND LTD 


STAPLE HOUSE, HOLborn 252! 
CHANCERY LANE, W.C.2 & BELFAST 


DISPLAYS 
STUDIO LTD 


EALING 3362 
» 4644 
wo. wal 


RENART stupio itp 


‘Sunday Dispatch’ 
150 This Week 


A special souvenir number of 
the Sunday Dispatch will be 
issued on Sunday to celebrate the 
paper's 150th birthday. In addi- 
tion to the ordinary eight-page 
paper, each copy will include a 
full sized reproduction of the 
first issue of the Sunday Dispatch 
as it appeared on September 27, 
1801. 

There will also be reprinted a 
letter written by Charles Dickens to 
the editor of the Sunday Dispatch 
in 1849 describing the public execu- 
tion in London of a man and 
woman. 

* * 


A history of the New York Times 
has been published to celebrate the 
hundredth anniversary of the paper 
last Tuesday. 

- * * 

Autumn issue of International 
Cutler will contain a special supple- 
ment on the Torquay Tariff Agree- 
ment which affects the cutlery trade 
throughout the world. Advertising 
in this, the second issue, has been 
trebled over the initial publication. 

~~ * - 

The second issue of Charles 
Buchan’s Football Monthly has 50 
pages. Contributors include Sir 
Stanley Rous and Ian Mackay. 
There are many illustrations includ- 
ing several full-page photographs of 
famous footballers. 

. - . 

The Nigerian Weekly Record is 
to become the Nigerian 
Record with headquarters at 
Calabar, the coal mining district 
of Enugu in the Eastern province. 
Initial circulation aimed at will be 
5,000 copies of 8 pages daily. The 
weekly paper closed last Saturday. 
The first issue of the daily is 
expected to be on Monday, October 
15. There will be no change in 
seeeuen ame ae or format. 

* 


Golden jubilee issue of Men’s 
Wear will be published on February 
16, 1952. It will present a com- 
prehensive review of the men’s 
wear trade during the last 50 years. 
Highlights of trade news will be 
recalled and special articles will tell 
> changes in men’s styles since 


* - * 

The autumn fashions number of 
Tailor and Cutter celebrates the 85th 
sey the journal. 

* 


For the second year in succession 
the Daily Express are to hold a car 
rally in November. The rally will 


last four days and competitors will 
cover 1,000 miles, finishing at 
Hastings. 

* + * 


A sixteen-page illustrated survey 
of gardening was published by The 
Times as a special supplement on 
Tuesday. It included articles on 
winter flowering plants, heating 
ae epee by electricity, and bulbs 
or the spring and summer. Selling 
price was 3d. 

* - * 

A_16-page supplement devoted to 
Thailand was included in last week's 
issue of the Weekly Overseas Mail. 
It included a message from the 
president of the Council of Ministers 


of Thailand, Field-Marshal 
bulsonggram. 


Publications News and Notes 


On October 1 The Practitioner 
will publish its 1,000th issue—a 
special number of about 250 pages 
selling at 7s. 6d. The issue will be 
devoted to advances in treatment, 
contributors including leading mem- 
bers of the profession in Great 
Britain and the U.S.A. 

* * . 

The Irish Times has issued a 
brochure The Republic of Ireland 
to provide advertising agents, sales 

s, and busi executives 
with an up-to-date picture of the 
social and economic life of the 
Republic. The section on exports 
reveals a steady increase, represent- 
ing a growing purchasing power for 


imports and a rise in the general 
standard of living. 
* * _ 


The Sunday Express will begin a 
Sunday publication of memoirs 
written by Sir Frederick Ponsonby, 
for 40 years private secretary to 
Queen Victoria, King Edward VII, 
and King George V. The series will 
be advertised in the national Press, 
and a brochure has been sent out 
to retailers. 


* ~ * 
November issue of the Journal 
of the Royal Institute will 


feature the proceedings of the con- 
ference on the report of the Cater- 
ing Trade os may Party on 
Hygiene in Catering blishments. 
. . ~ 

As from October 1 the advertise- 
ment rates for the Horticultural 
Advertiser are to be increased to £12 


a page. 
i + * 
Advertisement rates for The 
J have been in- 


creased by approximately 10 per 
cent as from September 1. Clients 
who used this medium during 1951 
will have the benefit of the old rates 
for the rest of the year. 
* * . 
New series of supplements now 
appearing in Poultry World take the 
an eight-page illustrated 
folder written by leading experts. 
Appearing every two weeks, they are 
designed to show Britain’s vast army 
of poultry keepers how they can 
obtain maximum results from their 
flocks 


~ ~ * 

Star, Newnes-Pearson’s 
story magazine for women, will be 
weekly instead of fortnightly as 
from next Monday. Publicity for 
this announcement includes a 
national poster campaign and adver- 
tising in the provincial Press. 

. * * 

A South African trade publica- 
tion which has just made its tenth 
appearance is Men’s Wear. It is the 
first trade journal published in South 
Africa devoted entirely to men’s 
wear. Proprietors are Lawrence 
and Joan Tearle, both of whom 
were at one time with the Leonard 
Hill group. Mr. Tearle was also 
proprietor of the Edgware and 
District weekly newspaper. 

* * * 

Aldershot News adopted a novel 
make-up to announce the result of 
their “Miss Aldershot 1951" com- 
petition. A large cut-out photo- 
graph of the winner and the two 
runners-up was placed at the top 
of the front page. Round it was 
drawn a picture frame, printed in 
blue, through which was entwined 
a ribbon tied in a bow, also in blue. 
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ADVERTISER'S WEEKLY 


if you are appointing 


Se, ieee eae aS 


advertising agents—may we suggest 


ORI Rok. ie een Se RRR 


é e 
LPL 4 ne ., 


@ 
a 
e 
you take this step? elefettlt. Se © ¢ & OE. 6-6 @ 
@ 


giving a limited number of clients unlimited service ! 


4 
a’! 


7‘ “a 


e 
WILKES BROS. & GREENWOOD 
INCORPORATED PRACTITIONERS IN ADVERTISING 
FRIDAY HOUSE, 39 CHEAPSIDE, LONDON, E.0.2. 


TELEPHONE: OITY GEeIt 
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am sete 


ADVERTISER'S WEEKLY 


THAT Francis H. Burn, chairman 
of Pratt & Co., Advertising Ltd., 
celebrates his golden wedding next 
Wednesday. 

* *” . 


THAT Niall Boden is handling the 
publicity for the Phillips Radio 
Exhibition at the Mansion House, 
Dublin. 

~ + * 
THAT Gordon C. Wilson, adver- 
tising manager of Pal Personna 
Blades Ltd., was recently married 
in York. 

* * * 


THAT two reviews in the South 
Wales Echo & Express of a Festival 
brochure prepared by Glamorgan 
County Council's education depart- 
ment have been reprinted in a letter 
sent to prospective customers by 
Cardiff Printers Lid. They were the 
printers of the brochure. 


THAT this is one of the cars tour- 
ing the country as part of a promo- 
tion campaign for “Eagle.” To it 
has been fitted a gilded eagle, 
streamers, and a portrait of Dan 
Dare off on his new assignment to 
investigate the Red Moon. 


We Hear— 


THAT many advertising and circu- 
lation personalities were among the 
guests at a dinner which followed 
the Financial Times floodlit city 
Charities athletic meeting at the 
White ae 4 on waguey ae week. 


THAT Scot ae oa Peter 
Brunskill, who run the Scott-Turner 
& Associates public relations 
department, visit Paris next week 
to discuss design and presentation 
for next season’s promotion of 
Alligator rainwear. 

* * * 
THAT Copenhagen newspapers 
wefe reduced in size on Monday 
owing to a lightning strike by 
printers. 

* ~ * 
THAT C. H. G. Nida Ltd. have 
been appointed sole advertisement 
representatives in Britain for the 
new monthly magazine The African 
Drum. Published in Johannesburg 
it aims to reach Africans throughout 
the continent. 40-50,000 circulation 
is claimed. 

* * a 
THAT crowds stood five deep 
when young film actress, Joan 
Lovelace, wearing a leopard skin, 
did a “prehistoric woman act” in 
the windows of the Ladbroke Grove 
and Walham Green branch shops 
of Sketchley Dye Works Ltd. tit 
was a publicity stunt tying up with 
the releage of the film “Prehistoric 
Women.” 


PUR MED MONTHLY 


RACING 


VERSATILE? — 
So are the demands and requirements of 
our 20,000 readers 


If you have to keep your advertising 
appropriation on a tight rein 


let it run in 


where every runner is sure of a place 
A series of entries 
will ensure a winning place in 
THE ONLY MAGAZINE OF ITS KIND 


RACING REVIEW PUBLICATIONS, LTD. 
32 Park Lane, London, W 1 


-YES 


REVIEW 


THAT Teignmouth Council have 
been recommended by their publi- 
city committee to spend £500 on 
advertising next year. 

* * * 


THAT Sidney-Barton Ltd., public 
relations consultants, arranged a 
three day tour of the Brush Aboe 
group of companies this week for 
a party of financial journalists, 

* * * 


THAT Rochdale Corporation cleans- 
ing department is employing propa- 
ganda slides at local cinemas in a 
campaign to boost collections of 
waste paper. Prominent advertise- 
ments are being carried by the Roch- 
dale Observer and Rochdale Times. 
+ * * 

year lan Harvey, M.P., director, 

S. Crawford Ltd., and Ivan 
iam of Fairchild Publications, 
were fellow-passengers on the 
“Orcades” during a recent Mediter- 
ranean cruise, 

*~ * o* 

THAT Ancliffe Prince, editor of 
Power Laundry, Dyeing and Clean- 
ing News, recently addressed an 
annual meeting of laundry execu- 
tives. He told them they were not 
keeping abreast of modern methods 
of salesmanship. 


SEINNESS [I~ Conn rer yet 


THAT this new display piece was 
made for Guinness from a design 
originated in a Metal Box Co. 


studio. Made from aluminium, the 
display holds five bottles. Another 
has been made to hold three. They 
fold flat. 


* ~ * 
THAT, on the grounds that it would 
cause distraction to the drivers of 
passing vehicles, plans for a pro- 
posed outdoor advertisement site in 
Bolton Road, Pendlebury, Lancs, 
have been turned down by the local 
authority. 

* * * 

THAT leading professional and 
amateur photographers __ recently 
visited Newspaper House, Birming- 
ham, where they saw the new 
extensions to the photographic 
department of the Birmingham 
Gazette and Evening Despatch. 
visitors were officials of the West 
Midlands Centre of the Institute of 
British Photographers, led by their 
president, John Adams, and officials 
of the Midland Counties Photo- 
re. Federation, led by Dr. 
Ss. Steward, the president. 


THAT comedian Norman Wisdom 
last week autographed copies of 
Picture Post, containing an article 
about himself, at Empress Hall, 
Earls Court, where he is appearing 
in “London Melody. 


ok * * 
THAT Spratt’s Patent Ltd. are offer- 
ing £300 in prizes in a window dis- 
play competition for Spratt’s bird 


seed. 
* * * 


THAT Harry Deschampsneufs, head 
of the overseas department, F. C. 
Pritchard, Wood & Partners Ltd., 
will tell Liverpool branch of the 
Institute of Export next Wednesday 
about the problems facing the 
people of Africa “as seen by an 
advertising man.” 


. September 20. 
MANCHESTER PUBLICITY ASSOCIA- 
TION. Annual mecting. Cafe Royal. 
12.30 p.m 


y, 23. 
COVENTRY PUBLICITY 
Tron. Treasure KE int. 
eomon 2 -¥, 4 
jonday, Septem 
Pusticrry Cius OF SHEFFIELD. 
Advertising conference film and 
mannequin parade. Grand Hotel. 
7.30 os 


ASSOCIA- 
Hearsall 


2s. 
R +4 ‘GENT daca =. 
Graeme ranch 
“(educational lecenre). 


Research.’ 
ys 
Pusticitry CiuB OF LONDON. 
Film show on New Zealand. Cen- 
tral Office of Information, Baker 
Street. 4.30 p.m. 


Barrisa Drrect Mat. ADVBR- 


£ <¢ lackenzie on “The 
Morals of Direct Mail.” Waldorf 


Pusticiry Cius OF __ IRELAND. 
Annual ing. ‘Of 
O'Connell Street, Dublin. 8 p.m 


CITY UB s. 
Luncheon meeting. Speaker. Eric 
Clayson. Guildford Hotel. 
12.30 p.m. 


y, 28. 

ADVERTISING ASSOCIATION Annual 
dinner of A.A. diploma holders. 
Holborn Restaurant 7 p.m. 

y, October 2. 

Pusticrry Cius oF LONDON. 

Squash section reopens. Dolphin 


juare. 

REGENT ADVERTISING CLUB. 
Harold L. Clarkson on “Campaign 
and media planning” (Educational 
lecture), 

PusLictty CLUB OF SUNDERLAND 
AND District. Seaburn Hotel. 
Wednesday, 


CovENTRY PUBLICITY ‘eo 
TION. President's luncheon. Craven 
Arms. 12.30 p.m. 

ADVERTISING —— OF OXFORD. 


E. C. Mackenzie on ““Copy- 
Black Hall, By st "Giles. 6.30 p.m. 
October 4. 
REGENT ADVERTISING Cus. 


“Get-together™ dance. Paviour’s 
Arms. Westminster. 7 p.m. 
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PROVINCIMG RVENING SALE 


Only one other provincial evening newspaper, South 
of Sheffield, has a larger circulation than the 
Express and Star. 

This indicates the influence of the paper in the 
area it serves—the 800 square miles of the Black 
Country and Shropshire. 

In this compact centre of industrial and agricul- 
tural activity, the Express and Star’s sales are greater 


than any other evening newspaper. For last year 
they exceeded 193,000 copies a day. 

One of the lowest inch rates in the provinces — 
less than 1-86d. per !,000— makes the prosperous 
Black Country and Shropshire an economical area 
for a test campaign. To any advertiser interested, 
the services of the Express and Star’s retail relations 
department is available. 


EXPRESS « STAR 


HEAD OFFICE WOLVERHAMPTON 


REPRESENTED IN LONDON BY C. P. R. CRANE, 44-45 FLEET STREET, E.C.4. TELEPHONE: CENtral 6820 
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ADVERTISER'S WEEKLY 


EVERY WOMAN WHO READS | 


STITCHCRAFT 


IS LOOKING FOR SOMETHING NEW 


ABC sales 272,433 copies a month 
Type area 8}” x 6” £204 a page: 
Advertisement Manager 

S H BOWDEN, 

Stitchcraft Limited, 

Great West Road, 

Brentford, Middlesex 

EALing 6283 


CONCENTRATE YOUR ADVERTISING 
ON WOMEN WHO MEAN BUSINESS 


THE 6 /\ | oe 
He 'E SCREEN 
SCREEN PUBLICITY WITH A PUNCH! 


HE is the ideal setting for your Screen Advertising : a regular cinema 

screen feature enjoying popular acceptance. ‘SIGNS OF THE TIMES’ 
presents all the attention-gripping interest of a NEWSREEL — it has both 
animation and sound. The advertiser's ‘solus position’ is preceded and 
followed by News, Humour, Sport and Travel stories, and this background 


of sustained interest ensures the undivided 
attention of an audience of millions, in highly 
receptive mood. 


PRODUCED THROUGHOUT 
IN FULL TECHNICOLOR 


CINEMA 
Aube 

LIKE IT 
WALLACE PRODUCTIONS LTD. Wallace Centre. 8 Berwick St W.I. 2/ Gerrard 2639 


member of the screen Acvertising Group of the Association of Special: 


—& To-morrow 


Within a stone’s throw 

of Piccadilly Circus 

is Mr. Michael A. Borkett, 

in charge of the new 

London office of 
Commercial Advertising Service Ltd. Backed by an 
agency of long experience, with a reputation for reliable 
service, he will be glad to serve advertisers <> 


needing expert professional assistance. 

Commercial Advertising 
Service Limited 

EAGLE HOUSE, 109 JERMYN STREET, S.W.1 


Phone: WHitehall 4708 
AND AT PICCADILLY MANCHESTER 


Design, Copywriting, Print, Display & Photography 
* 


DESIGN FOR SELLING 


* 
Please contact Group Director, W. Warner 
ASTRAL ARTS GROUP LIMITED and Associated Companies 
* 


245 VAUXHALL BRIDGE ROAD, S.W.1 ViCtoria 5303 (6 lines) 


Ri OFFER K (ae 


Redferns are the original makers of rubber mats for counter and 
floor space advertising. Write for full particulars and illustrated 
folder to: NATIONAL ADVERTISERS’ DIVISION, 

REDFERN’S RUBBER WORKS LIMITED - HYDE - GHESHIRE 
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CURRENT ADVERTISING 


Record Christmas Campaign 
For Ronson Lighters 


The biggest Christmas campaign 
ever planned for Ronson, lasting 
seven weeks, will open in November. 

In addition to an extensive cam- 
paign in newspapers and magazines 
there will be a new Ronson adver- 
tising film, window displays, leaflets 
for dealers, and a free advertising 
block service for local advertising. 

Building up to a finale at the 
Christmas shopping peak in Decem- 
ber, Ronson advertisements will use 
the theme—“Choose here—For 
Everyone on your Christmas list 
there’s a Ronson that’s just right.” 

It is estimated that over 12 
million people—nearly a quarter of 
the population—will see Ronson’s 
1951 FTechnicolor film, “The Lighter 
Trial.” This 2-minute cartoon film 
has been produced in France by the 
winners of the 1950 Venice Film 
Festival Award for cartoon films. 

A special Christmas feales, piece 
will be available for o 

Agents are Mather & 


* * * 


Have A Blow! 


Nose blowing tests were recently 
carried out by Alfred Pemberton 
Ltd., to obtain consumer reaction 
to a new brand of paper hand- 
kerchief they are handling for 
Johnson & Johnson Ltd. 

The brand name of “Johnson's” 
has been atouted and the hand- 
kerchiefs will be advertised in the 
trade Press and by roof-cards on 
the London underground. 


* * * 


New Perfumes 


Two new perfumes by Peter 
Claridge Ltd.—Horeysuckle and 
Lily of the Valley—are to be 
launched by editorial offers in 
Woman this week. Readers will be 
invited to send Is. 3d. for a sample 
bottle of each of the perfumes. 

A fairly heavy advertising cam- 
paign will start at the end of next 
week in Sunday Pictorial, women's 


magazines and film journals. 
Prentis & Varley Ltd. are 
the agents. 


* * 


7 
And Now—‘Mo And Bo’ 


“Mo” and “Bo” are the names 
of two child characters to be used 
by Sebel Ltd. in a new strip adver- 
tising campaign for their Mobo 
toys. The scheme A, mainly for 
retailers who will be able to use 
the strip blocks in their local Press 
advertising. National dailies and 


children’s papers will also be used. 
The strips were devised by Sebel’s 
and the campaign is being placed 
by C. R. Casson Ltd. 


| ACCOUNTS MOVING 

Erwin Wasey & Co., Ltd., have 
taken over the : advertising for Linzi 
ee e 

Kest Le. (laxatives a health 
salts) have placed their adverti 
with Sells bea. A campaign wi 
be run in_ nationals, provincial 
evenings and weeklies, and women’s 
magazines. 

* * * 


Greenly’s Ltd. will handle the 
advertising for the Sussex Rubber 
Co., Ltd., as from October 1. A 
omen is now = papeaticn, 


NEW ACCOUNTS 
Victoria Chocolate, a Belgian 
oduct marketed in the U.K. by 
unney Castle Chocolates Ltd., is 
a new entrant in the confectionery 


field. Advertising will be handled 
by Scott-Turner Associates Ltd. 
Initial promotion consists of 


counter cards and displays coupled 
with small insertions in women’s 
magnaiane. 


(1920) Ltd. have appointed Hyde & 
Cane 58S. as pds ome. 


mg d ator P 

ve nm a Hh. or Pa 
Building Socty Lt ez 
and selected we 


* * * 


ACCOUNTS _RELINQUISHED 

J. P. McNulty & Co., Ltd., will 
relinquish as from October 31 the 
accounts of Zurich General Acci- 
dent & Liability Insurance Co., 
Ltd., and Bedford General Insur- 
ance or ad . 


NEW CAMPAIGNS 


An extensive campaign for Kraft 
tomato ketchup starts next month. 
There will be full pages in Radio 
Times, large spaces in Daily Express, 
Daily Mirror, Daily Mail, full colour 
pages in Picture Post and Housewife 
and full pages in other women’s 
magazines. Trade Press a 
is now coqeeries The J. 
Thompson Co., Lta., are & bg 


Recently sealed we. for the 

Coal — Joint Council, 

rowther Ltd. have pro- 

duced an A me mn for the pro- 
vincial Press. 


* * 
Pictorial Publicity Co., Ltd., have 
booked space in the national and 


provincial Press for an autumn 
campaign for Joyce (California) 


* . * 
National dailies, London even- 
pers. magazines 
underground roof 
Seems Uschange Ld, for « computon 

‘or a cam 
for Goods aaa a. 


savieg aie a ae pro- 
duction at their newly erected 
factory, the Salmon Smoking Com- 
pany, Manchester, are to open a 
campaign 4 their delicatessen 
products. It will be aimed at foreign 


nationals resident in this country. 
The copy will be both in English 
and foreign languages and will 
appear in the trade Press servin 
hotel managers, caterers a 
ocers. As announced last week 
owards Press Advertising Ltd. 
pay oe ay have been appointed 
o heat, the account. 
* * 
“rah, spaces in the national 
dailies are being used in a cam- 
paign which opened last week for 
chocolate Penguin biscuits, made 
by Wm. Macdonald & Sons Ltd. 
Provincial and London evenings 
are also being used by agents, 
Cc Prentis & Varley Lid. A 
new theme of * 


“Penguin Time” is 
to be featured. 
. * . 
Christmas advertising for Marshall 
& Snelgrove Ltd. will appear in 
national dailies and Sundays, in- 
cluding Observer, Evening Standard, 
Daily Telegraph and Daily Graphic. 
James M. Greenwood Ady 
Ltd. are the agents. 
*~ * * 


A trade Press campaign on 
special novelty Christmas packs is 
appearing in grocery, and wine and 
spirit trade journals for Presta 
wines and fruit squashes and asso- 
ciated products. Greenly’s Ltd. 
are the som. a 


A cami paign for Veritas lamps, 
made Ov Falk Stadelmann & Co. 
Ltd., is appearing in national 
dailies, provincials and specialised 
magazines. Agents are 

* ” 7 

The Norwich Union Insurance 
Societies have launched a prestige 
campaign based on the theme, “A 
fine city, Norwich.” It will be 
illustrated with Kodachrome photo- 
graphs by the Union's publicity 
organiser, A. P. Cooper. The scheme 
was prepared by Willsmore & 

m (Norwich) Ltd. and full 
page wey - in colour have been 
made in selected media including 
Punch, Country Life, Go, and 
Geographical Magazine. 

* * ~ 

Full-page insertions in Vogue, 
Modern Woman,  Everywoman, 
Woman's Journal, Wije & Home, 
Woman & Beauty, Woman's Illus- 
trated and spaces in the national 
Press will be used by Scott-Turner 
& Associates Ltd. in a dealer co- 


operation scheme for Alligator 
Rainwear 
* - * 


Woman, Woman's Illustrated, and 
Everywoman will used in a 
campaign starting this week for 
D. & M. Cash (Wholesale) Ltd. 
featuring Rodney dresses. 
are S. F. & Partners Ltd. 

. . * 

A small scheme for Vitality 
Bulbs Ltd., featuring their new gas- 
pom element “Jet Vita,” is being 

ced Sells Ltd. 


* 

Ethicon Suture Laboratories Ltd. 
are running an extensive colour 
campaign, commencing October, in 
medical trade Press, with double- 

ge 4-colour half-tone art insets. 
This is the first time since before 
the war full colour ads. have 

nm used in the medical Press. 
* ~ 

Rosedale Associated Manufac- 
turers Ltd., are soon to commence 
their overseas campaign in 
Australia, Denmark, Norway, 
Sweden, Holland, Belgium, France, 
Spain and Austria. They will be 
selling for the first time Cellulose 
Acetate —_ by their associated 
compan Cc. Mills. Auger & 
Turner Lea are the agents. 


Agents 


ADVERTISER'S WEEKLY 


Search For 
Paper-Making 
Substitutes 


scarce wood pulp as a paper- 
making raw material is going 
ahead in several 

Bagasse, the waste fibre of the 
sugar cane after the extraction 
process, is the subject of intensive 
research. Officials of the United 
States Forest Products Labora- 
tory expressed the view that 
bagasse offers distinct promise as 
a raw material for the manufac- 
ture of paper of newsprint quality. 

In tests made at S. 
Government's 


laboratory at 
Madison, 


Wis., in co-opera- 
tion with the De La Roza 
Corporation of New York, 


bagasse pulp was successfully 
made into paper closely resemb- 
ling standard wood pulp news- 
print in quality. 

The pulp was made in accord- 
ance with a process invented by 
Joaquin de la Roza, the president 
of the firm, which plans to build 
a paper mill for the United 
Bagasse Cellulose Corporation at 
Clewiston, Florida, where the 
United States Sugar Corporation 


has a cane sugar mill. The pro- 
ject would involve processing 
thousands of tons of bagasse 


annually, residue of the sugar in- 
dustry, into paper of newsprint 
type. 

That sugar and paper may be 
linked more closely in future is 
suggested by the announcement 
of the Hawaiian Sugar Planters’ 
Association that leading U.S. pulp 
and paper technologists are to 
conduct an all-out effort to 
develop the fullest commercial 
use of bagasse for the manuf.c- 
ture of pulp, paper and other 
products. 

One of the => and paper 
experts who will take part in the 
investigation is Dr. Joseph E. 
Atchison, who is on short leave 
of absence from his position as 
chief of the Pulp and Paper 
Branch of E.C.A. He has exten- 
sive experience in the industry, 
including specific work on the 
production of pulp from bagasse 
and will assist the sugar industry 
in the preparation of a master 
plan for the comprehensive study 
to be made over the next few 
years on the possibilities of better 
commercial utilisation of bagasse. 


. > 
Display Convention 
The National Display Conven- 
tion and Exhibition to be held 
at Central Hall, Westminster, 
October 15—19, is a big organis- 
ation job for two members of 
the London Publicity Club, A. J. 
Symes, editor, Display, Design 
and Presentation and his col- 
league, Hugh Wilson, advertise- 
ment manager. 

This event, the first to be 
planned on so ambitious a scale, 
has the co-operation of the 


British Display Association, and 
the Display Producers & Screen 
Printers Association. 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


additional 


CREATIVE 
MAN 


for London Office of 
S. C. PEACOCK LTD. 


We wanta young Agency-trained 
visualiser capable of producing 
first-class visuals and taking 
them to final presentation stage. 
If you are sure you have this 
ability write to us with details of 
age, experience and salary re- 
quired. Do NOT send speci- 
mens. 


Staff Bonus and Pension Scheme 


$. C. PEACOCK LTD. 
17 Air Street, London, W.! 


. 48. per lime, 45s. per 


charge, ome lime plus 9d. covering postage, etc. Series 
advertisements uncer seven insertions MUST BE PREPAID. 
. Leadon, E.C.4. 


APPOINTMENTS VACANT 


ADVERTISING 


Weekly,” 180 Fleet Street 


DEPARTMENT of 
large enginecring company, London 
area, require principal assistant to 
Advertising Manager. Knowledge of 
catalogue production and typography 
essential, must be creative. Age 25 to 
30 years. Write 

Box 748 Ad. Weekly 180 Fleet St BC4 


MARKET RESEARCH: YOUNG MAN 


required by London Company in their 
Marketing and Research Department 
Some experience preferable but not 
essential as full training will be given 
Good prospects. Only those keenly 
interested in, and wishing to take up 
Market Research as a career, should 
apply_to 

Box 750 Ad. Weekly 180 Fleet St EC4 


SPACE BUYER. Vacancy exists in a 
London Advertising Agency for a young 
lady with previous experience of space 
buying, to take over the position of 
Agency Space Buyer. She should have 
a good knowledge of Agency routine 
and be a shorthand typist. The position 
carries very good salary and a 5-day 
we 


C 
Box 699 Ad. Weekly 180 Fleet St EC4 


COMMERCIAL ARTIST required, 
right man 


Box 766 Ad. _Weekly 180 0 Fleet St EC4 


GooD: ALL -ROUND co 


OMMERCIAL 
Artist required for expanding Glasgow 
Advertising Agency. Agency experience 
Send no samples in first 
place Write, stating —. experience, 


preferred 


training and salary expec 
OX 


76 Ad. Weekly 180 Fleet St EC4 


all 
round man, good opportunity for 


SCRAPER - BOARD 
ARTIST 


Still life and figure specialist 
to work in well-known 
London Studio. 
4-figure salary, and excep- 
tional conditions offered. 
Write for an immediate inter- 
view to 
Box 765 
Advertiser's Weekly, 180 Fleet St., E.C.4 


550 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 3s. 6d 
APPOINTMENTS WANTED, 3s. per 
classificat! 


per line, 35s. ay ~ Ba 


line, 35s, per display panel inch. All other 
panel inch. M 


TYPOGRAPHER 


Advertiser's Weekly, 180 Fleet St., £.C.4 


First Class 
LAYOUT 
ARTIST/ 


required now for work 
on editorial pages of 
Women’s Magazines. 


Write stating age and 


experience. (No speci- 
mens) to 
Box 774 


SYACE SALESMAN required to sel 


ORDER CLERK 
Stationer jn the iy: Suit young man 
Full training 


for manufacturing 


given, PL ang $ day week. Apply 
in own handwriting. 


Box 532 Ad. Weekly 180 Fleet St EC4 


D.D.W.S. 


more staff. A couple of months ago when we started 
our agency we thought we were well covered on senior 


executives—and we were. 


for the business that we had. 


But now business is booming, all of us are working much 
too hard for comfort and we need two or three addi- 
tional key people. As everyone knows, this a new agency 
and we are building it from the ground floor up. Our 
fellows are keen, well trained and we don’t want any 


dead heads. 


For the right type, there are limitless 


opportunities, because our agency is and will be owned 
by the people who work in it. 


We invite confidential enquiries from trained, experienced, 


top-flight agencymen. 


(1) SENIOR ACCOUNT EXECUTIVE: This man must be able 


to handle a group of accounts, 
thoroughly and have a creative flair. 


must know the business 
We don't want any 


Fancy Dans, but a really good agencyman who has his eye 


on a Seat on the Board 


(2) SENIOR COPYWRITER: A background ir food, drugs 
and possibly wartime R.A.F. experience would be very helpful. 
(3) PUBLIC RELATIONS EXECUTIVE: This is a key job 
requiring an intimate knowledge of Fleet Street, good writing 


ability and a knowledge of P.R 


techniques. 


Please apply in confidence with full details to: 
MR. R. D, STEWART, 
DOLAN DAVIS WHITCOMBE & STEWART LTD., 
102 PARK STREET, MAYFAIR, LONDON, W.1. 


BORN ABOUT 1929, familiar with type 


A 


’Phone your Classifieds 


space on Menu Covers, Brochures, etc., 
30 per cem offered. Apply: The Sill- 
ood Pubdiicity Agency, 23 Sililwood 
Road, Brighton, Sussex, Tel.: BRE 
9695 


JOHN HADDON & CO., LTD., require 


Production Assistant. Please write in 

frst instance, giving details of age, ex- 

perience and salary required, to Secre- 

tary, John piiaddon & Co., Lid., Salis- 
s@., 


faceNeth ‘AUTHOR required for de- 


scripuion of aircraft hydraulic equipment 
for Ministry of Supply and Air Registra- 
ton Board handbooks; and for techni- 
ca! publicity. Good general education 
and experience of similar work, Apply, 
Personne: Manager, Electro-Hydraulics 
Limited, Warrington, Lancs. 


LETTERING ARTIST, ether sex, with 


siiowcard experience, interesting work, 
good conditions, five-day week. Write 
or call with specimens Studio Films, 
71 Dean Sireet, i 


ACCOUNTS EXECUTIVE ‘required | by 


well-established progressive 

Agency To a person capable of in- 
troducing business, generous terms and 
energetic backing are available, with 
excelient future prospects. Apply to 
Managing Director, c/o 

Box 565 Ad. Weckly 180 Fleet St EC4 


EXPERIENCED SPACE SALESMAN re- 


quired for exclusive high-grade media. 
Salary, expenses and commission, Old- 
established Company. 

Box 662 Ad. Weekly, 180 Fleet St EC4 


arranging and layouts, is the man we 
want to assist in production of techni- 
cal Catalogues, advertisements, cic. 


ge, ary 
Publicity Chief, Keith Blackman Ltd., 
Engrs. Mill Mead Road, London, 


SINGLE YOUNG MAN is required 
in the Exhibition Department of 
the COAL UTILISATION JOINT 
COUNCIL. A sound knowledge of 
domestic heating is required and practi- 
cal experience of the installation of 
solid fuel appliances Draughtsman- 
ship and experience of exhibition and 
display work an advantage. Extensive 
travelling involved Contributory 
Pension scheme Particulars of age, 
qualifications and experience to Coal 
Utilisation Joint Council, ¥ Use er Bel- 
grave Street, London . 


DESIGN RESEARCH Ona requires 


junior design assistant for packaging 
section. Good lettering and design 
qualifications essential. Salary commen- 
surate with capacity. Apply in writing 
to 37 Park Street, London, W.1. 


ADVERTISEMENT DEPARTMENT of 


well known Trade Journals, Assistant 
required for Copy, Make-up, &4 
Records. Average typing ability 
omen situation 

47 Ad. Weekly 180 Fleet St EC4 


to CHA 8844 (Ex 23) 


SEPTEMBER 20, 1951 


APPOINTMENTS VACANT 


SALES 
REPRESENTATIVE 


for Lithographic—Silk Screen 
and Display work. Terms 
arranged to suit right man with 
established connection. Write 
or "phone for appointment. 

A. & H. PRINT PROCESSES LTD. 


126-126a Hoxton St., London, N.I 
Phone SHOreditch 5041 


SPACE SALESMAN. 


PHOTOGRAPHY. 


OUTDOOR ADVERTISING: Well known 


firm require the services of a representa- 
tive to inspect sites and obtain new 
ones in London and the Home 
Counties. Must have a knowledge of 
outdoor advertising and possess 
driving licence Salary £450, per 
annum, plus commission and expenses. 
Pigg giving age and full experience to 
Box 759 Ad. Weekly 180 Fleet St EC4 
Cinema media. 
Willing to travel. Car an advantage. 
mission and expenses, salary after 
trial Experience essential. Phone 
MAY 5678 for appointment. 


METHODICAL YOUNG LADY _ for 


Voucher checking required by West 
End Agency. Hours 9-5. 5-day week, 
Staff canteen. Write, stating age, 
experience (if any), and sa 

Box 769 Ad. Weekly 180 Fleet St_EC4 
Representative with 
sound connections, required by a well 
established Studio offering full facilities 
for both monochrome and colour. 

Box 711 Ad. Weekly 180 Fleet St EC4 


COPYWRITER 
WANTED 


We are offering an excel- 
jent and interesting opportu- 
nity to a young man (or 
woman) with sound, all round 
agency experience and, pre- 
ferably, with some technical 
advertising background. 

He must be able to support 
his work with fair ‘scamps’ 
for internal discussion and also 
have a good sense of typo- 
graphy. 

This position, which is a 
responsible one, will provide 
the successful applicant with 
a good salary and give him 
every chance for exercising 
administrative initiative. It 
should lead quickly to senior 
executive status. 

Please write (do not tele- 
phone) and let us have all 
necessary details about your- 
self and mention the salary 
you expect, 


EDWARD 
MARTIN HARVEY ADVT’G 
SERVICE LTD. 

40 Sackville Street, London, W.! 


OUTDOOR ADVERTISING: Well known 


firm require the services of a representa- 
tive to inspect sites and obtain new 
ones in South London and the South 
Coast. Must have a knowledge of out- 
door advertising and possess current 
driving licence. ay £450 per annum, 
plus comm Write, 
giving age and full experience to 
Box 758 Ad. Weekly, 180 Fleet St BC4 
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SEPTEMBER 20, 1951 


APPOINTMENTS VACANT 


GIRL OF 16/17 years required as junior 
in Publicity Department for routine 
clerical duties. including some copy 
‘vese Details of experience and 
salary required to Publicity Chief, Keith 

Blackman Ltd., Mill Mead Road, 
London, N.17. es 

A VACANCY exists for a young lettering 
artist who has had experience and 
wishes to progress in the studio of an 
Advertising Agency 
Box 777 


good salary. Write, stating age, experi- 

ence. salary required to 

Box 778 Ad. Weekly 180 Fleet St BC4 
SPACE SALESMAN required for London 

Office of overseas trade publications 

Good prospects for right man. Ex- 

Penses/commission to start. 

Box 749 Ad. Weekly 180 Fleet St EC4 


CREATIVE LAYOUT 
MAN 


required to work on interesting 
accounts. He will be in pleasant 
surroundings and have plenty of 
opportunity for developing his own 
ideas. 


PUBLIC RELATIONS 


Opportunity for a young man to 
complete his experience in P.R. work. 
Position will be as assistant to depart- 
ment head He should have a 
thorough knowledge of fashion, 
preferably from both the manufactur- 
ing and press viewpoint, be en- 
thusiastic about all forms of P.R. 
work and prepared to devote all his 
working hours to the job 


Applications in writing to 
SCOTT-TURNER & ASSOCIATES Ltd. 
17-18 Dover Street, London, W.! 


SHORTHAND TYPIST required by Lon- 
don Agency. Preference would be 
given to 4 woman with previous agency 
experience and with a knowledge of 
Space bookings, schedules. ctc ‘rite 
in the first instance, stating age. experi- 
ence and salary required to 
Box 779 Ad. Weekly 180 Fiect St EC4 

LONDON PRINTERS require live repre- 
sentative with established connection. 
Excellent prospects for right person 
Reply fully in confidence to 

»* 773 Ad. Weekly 180 Fleet St BC4 


COPYWRITER 

—s copywriter required by West 
End Advertising Agency to handle copy 
for Account specialising in the export of 
Agricultural chemicals and equipment. 

me experience in this field an 
advantage though not essential. Send 
full particulars and salary required to 


Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISING AGENCY, first class 
cliemtele, requires experienced shorthand 
typist to learn space buying procedure 
Previous advertising experience desirable 
though not essential. Applicants should 
have aptitude for figures. Write to 
The Secretary, Cross-Courtenay, Ltd., 
1 Brazennose Street, Manchester, 2 

CREATIVE LAYOUT ARTIST. § Excci- 
lent opportunity awaits young layout 


writing to Ar Director, 
ADVERTISING LTD., 73 High Street, 
Chelmsford. 


ER. Progressive medium- 

y require thoroughly com- 
Agency-traincd Typographer. 

ight man would eventually take charge 
of growing department. Bonus, super- 
annuation scheme and S<day week. 
Write age, experience and salary re- 


quired to 
Box 771 Ad. Weekly 180 Fleet St EC4 


SERVICES OF EXPERIENCED FREE 
LANCE TRAVEL COPYWRITER 
required, with a view to possible per- 
manency Apply 
Box 745 Ad. Weekly 180 Fleet St EC4 

ADVERTISING: Experienced man re- 
quired, capable of taking charge of the 
making and erection of special struc- 
tures. Write, stating age and full ex- 
Derience, and wage required to 
Box 757 Ad. Weekly 180 Fleet St BC4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


TECHNICAL 
ILLUSTRATORS 


Expansion of Technical 
Section. Vacancies for 


top class men only. 
Write 


giving full 


in first instance 
particulars 
experience, age, etc. No 
specimens, phone calls 
or Visits without appoint- 


ment. 


STUDIO IRWIN LTD. 


Irwin House, Gough Square 
Fleet Street, E.C.4 


ADVERTISEMENT MANAGER required 
for monthly journal of Professional 
Association with appeal to Building ad- 
vertisers. Salary and commission. 
Young man of enterprise and initiative 
preferred. 

Box 775 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


LETTERING & LAYOUT ARTIST 
(part-time), wishes to contact Sew 


practical . 
knowledge production routine. Avail- 
able immediately. 

_Box 762 Ad. Weekly 180 Fleet St BC4 
YOUNG WOMAN with editorial fashion 
and advertising experience, secks Press 
Or publicity job. Competent short- 


Mailing Depart- 

Maintenance, Stationery, Stock- 

keeper. Aged 40. Previous experience. 

_ Rox 770 Ad. Weekly 180 Fleet St EC4 

you MAN, of good appearance, 

desires post offering scope and experi- 

ence. Inter A.A., 3 years agency and 
print 

Box 751 Ad. Weekly 180 Fleet St EC4 


FICIENT SECRETARY SHORT- 
HAND /TYPIST, thoroughly conversant 
Agency routine, used to handling detail, 
at present specialising in all forms. 
Outdoor Publicity, seeks change where 
experience can more effec- 
tively 
Box 752 Ad. Weekly 180 Fleet St BC4 
CREATIVE LAYOUT MAN, steady and 
reliable, ven years’ agency experi- 
ence, including visualising, studio 
management. art buying. Would pre- 
fer larger agency. Salary £700 p.a. 
Box 761 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 
STUDIO MANAGER, London 

G6) Experienced layout 
position with prospects, 
manager or assistant 


Agency 
man, secks 
as studio 
12 years’ experi- 


ence. 
_ Box 756 Ad. Weekly 180 Fieet St BC4 
SHORTHAND-TYPISTS. Private Secre- 
taries, Clerks, etc. If you are in urgent 
need of staff. contact Embassy Bureau 
Excel House, Whitcombe Street, W.C.3 
(WHitehali 5924). We specialise in 
_¢fficient_ personnel 
ADVERTISEMENT REPRESENTA- 
TIVE, 32, experienced Press and techni- 
cal books, requires progressive situation, 
Keen worker Salary £550/£600, or 
reasonable salary and commission. 
Box 780 Ad. Weckly 180 Ficet St BC4 
YOUNG LADY secks work in studio. 
Figures, lettering. National Diploma in 
illustration. London area 
jox 782 Ad. Weekly 180 Pieet St BC4 


WOMAN 
WITH 
MANY YEARS 
EXPERIENCE 


desires position in one of 
the smaller progressive 
Advertising Agencies, 
where all-round knowledge 
can best be used. Media, 
space (home and export), 
office management. Reason- 
able salary. 


Box 764 
Advertiser's Weekly, 160 Fleet St., £.C.4 


GENERAL ARTIST, \ctiering, layout ang 
showcards, Experience 
Box 7*1 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


Outstanding Neon 
centre of 
Maximum circulation. 
Box 559 Ad Weekly ik” Fleet St BC4 


DRAWINGS for Advertisers and Pub- 
lishers. W. Partridge. 23 Bloomsbury 
Square, W.C.1. MUS 7181 Sw 

CAMERA TALKS (Photographers) 
Specialists in Educational Filmstrip 
Production All inquiries to Camera 
Talks, 23 Denmark Place, W.C.2. 
TEM 1828 eg 

JOURNALIST AND PUBLICIST wants 

partnership in publicity and 
c relations organisation; small in- 


ment. 
Box 768 Ad. Weekly 180 Ficet St BC4 


ACCOMMODATION 


OFFICES 


W.C.2 or W.1. 


WANTED 


We require larger premises, about 
2000/2500 sq. ;ft. Situation W.C.|, 


address, preferably one floor. 


S. C. PEACOCK LTD. 


Incorporated Practitioners in Advertising 
17 AIR STREET, LONDON, W.i - 


Must be good 


REGent 108! 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


DESIGNERS, PRINTERS, Typographica! 
and/or Pictorial visuals layouts, from 
5s. 


eac 
Box 720 Ad. Weekly 180 Ficet St EC4 
CONTEMPORARY  TYPOGRAPHER 
and graphic design. including packag- 
ing, display Complete production. 
Box 753 Ad. Weekly 180 Fleet St EC4 
FIRST CLASS COMMERCIAL ARTIST, 
now free-lance, seeks contacts, 3 
years’ experience in design, 
lettering, still-life, etc Write 
Box 783 Ad. Weekly 180 Fleet St BC4 


TRADE ANNOUNCEMENTS 


TYPING: Swrictest confidence mainmained. 
References ates from 2s. per 1,000 
words. 24 hour working satisfies client's 
desire for » 


layout, 


larger quantities. 

inks. ened headings. 
leted day received. Acton 
oad. Hastings. Sussex 


PERSONAL — 


PUBLICITY 
AND SALES MANAGERS 
Visit the 
National Display Exhibition 


and see the finest and most comprehen- 
sive range of display and “‘point-of-sale”’ 
publicicy material Central Hall, 
Westminster, October 15-19. Admis- 
sion 2/- including 36-page Exhibition and 
Convention catalogue. Advance tickets 
from Exhibition Organiser, 16, West 
Central Street, London, W.C.!. 


SALES AND WANTS 


No 10 Show Card Outfit 


. complete with box 

guillotine, bevelier, ctc 
with 12 drawers of type ctc 
board, mounted 
Adam's Polish 
Road, Shefficid 


PRINTERS 


MIDLAND NEWSPAPER and Genera! 
Printers invite inquiries from pub 
lishers for printing weekly, monthly or 
quarterly periodical on 
Allocation of Mechanical 
able sufficient for 20,000 copies monthly 
(16 pp. 9 in. x 12 in.) and pro rata 
All inquiries welcomed. 

Box 754 Ad. Weekly 180 Fieet St BC4 


Limited 


ART PAPER! 


We have in stock 10 tons 23 x 23- 

72 Ib. white art. We are prepared 

to use this for reproduction by 

letterpress on one or more jobs. 

Enquiries please to :— 

J. W. HINDSON & SONS LTD. 
Pandon 


Newcastle upon Tyne, | 
Telephone : Newcastle 2/553 


or 
3B City Road, London, E.C.! 


Telephone ; MONarch 488! 
SPECIAL ANNOUNCEMENTS 


See September 6 issue of 
Advertiser's Weekly, 430 pages 
and 43! for the Advertising 
Services & Supplies Section. 
October 4 will be the next 
issue containing these services. 


*Phone your Classifieds to CHA 8844 (Ex 23) 
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